
RECEIVED 



JAN 31 1955 



NBC GENERAL LIBRARY 




NOW 316,000 WATTS 

Featuring New England's Favorite Live Local Shows 



IBC— BASIC • ABC-PUMONT-CBS • WEED T E L E V 1 S I O N - N AT I O N A L REPRESENTATIVES 

TOWER 1049 FEET ABOVE MEAN SEA LEVEL 



50< per copy»*8 per year 



DO AGENTS HOLD 
TV COST REINS? 

page 35 





Spot radio makes its 
"big push" in 1955 

page 3& 



Esquire Boot Polisli 
[lits liard on t»— bu! 
not too otten 

pa g# 40 



4 A's takes first 
public stand 
against rate deals 

page 
■ P 

^ Key questions 
I admen on the radio-tv 
I year ahead: Part II 

I page +4 



II 




TV COMMERCIAL! 
WQRD-LALY? 

page 46 




win's wfd§ aaaeptance 
page m 




m 

m 

% 






w4 



Wit 

'II 

M 




BLUE PLATE 
FOODS, INC. 

DOES A 
COMPLETE JOB . . 




(■:5 




WMBG 
WCOD 
WTVR 



SO DO HAVENS AND MARTIN, Inc. STATIONS...^ 




Maximum power — 
100,000 watts at Maximum Hcight- 
1049 feet 



With approximately 300 Blue Plate trucks serving aver 
40,000 grocers fram Washington, D. C. ta the Mexican border, 
the Blue Plate Faods trademark is the symbal of quality in 
well-stacked kitchens. Appreciative and ever grateful viewers 
help ta mave Blue Plate Mayonnaise, Peanut Butter, Preserves 
and Jellies, Margorine and Sauces steadily throughout the South 
from the Richmond, Atlonto and New Orleans plants. 

Grateful and appreciative audiences are synonymous with 
Havens ond Martin viewers and listeners. Their loyolty 
in Richmond ond the rich surrounding areas throughout Virginio 
is o result of years of sincere public service combined with 
quality programming. Intelligent and wise spot placement mokes 
the First Stations of Virginio, WTVR, WMBG and WCOD first 
choice for olcrt advertisers. Try us ond measure the results. 



WMBG AM WCOD WTVR' 

FIRST STATIONS OF VIRGINIA 

Havens & Martin Inc. Stations are the only 
complete broadcasting institution in Richmond. 
Pioneer NBC outlets for Virginia's first market. 
WTVR represented nationally by Blair TV, Inc. 
WMBG represented nationally by The Boiling Co. 




B&M launching 
tv-only test 



4 A's takes 
stand on deals 



T-L adopts 
all-media buying 



N.Y.C. radio 
audience up 



NBC buy a 
lift for uhf 



Full-screen I.D. 
wins approval 



B&M beans is about to launch test in Midwestern market to determine 
sales results when only television advertising is used. (Agency is 
BBDO, Boston.) For perhaps first time in ad history test will be 
reported on blow-by-blow basis starting next issue of SPONSOR. Test 
will last 6 months and figures on sales progress will be reported 
periodically in SPONSOR during that period. SPONSOR has long sought 
opportunity of this type and was instrumental in suggesting test. 

-SR- 

4 A's has taken first officially published stand against rate deals, 
excess merchandising demands, other efforts to pressure radio and tv 
stations. Document, planned for wide distribution via 4 A's, ANA 
NARTB and SRA mailings, isn't expected to bring any overnight changes. 
Thinking is that by going on record 4 A's can help timebuyer, for 
example, stiffen his resistance to suggestions from "upstairs" or 
client that he apply pressure for deals. (Text of 4 A's recommenda- 
tions on pages 42-43 this issue.) 

-SR- 

Tatham-Laird , Chicago, unifies buying of prin t and air in new media 
division, with former radio-tv director, George Bolas, at head. Aim 
of reorganization is to make media buying "as creative as writing ad- 
vertisements or building plans," says A. E. Tatham, president. Y&R 
is classic example of big-radio-tv agency with integrated media buy- 
ing functions. (For details on major agency media organizations see 
article series in SPONSOR 26 July, 9 August, 23 August 1954.) 

-SR- 

Since 1946 average New York City radio audience has increased 27.7% 
during periods of local programing. That's highlight from study 
WCBS, New York, ordered from Pulse comparing total number of homes 
tuned in October 1946 vs. October 1954. Increase during 6-7 a.m. was 
105.7%, from 167,730 homes to 345,100; 8-9 a.m. jumped 62.5%; 6-7 p.m. 
is up 9.4%; 11 p.m. through 12 midnight is up 36.3%. (Local program- 
ing hours figures on basis WCBS' schedule.) 

-SR- 

NBC's purchase of its first uhf station — WKNB-TV, New Britain — is 
s econd heartening not e for uhf broadcasters. It follows recent CBS 
purchase of uhf WOKY-TV, Milwaukee. Extent of uhf ' s problem is made 
clear when you consider 103 uhf stations have surrendered their con- 
struction permits compared with 21 vhf thus far. Some operators feel 
psychology has been important drawback, reason they gain stature with 
network O&O's among u ranks. 

-SR- 

New full-screen form of I.D. has won wide acceptance among tv sta- 
tions. By presstime 250 outlets had told SRA, which suggested stand- 
ards for new I.D., that they would take it. CBS TV owned tv stations 
expected to approve new standard by February. (List of 250 stations 
accepting full-screen I.D. thus far appears this issue pages 48-49.) 
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Color set price 
bottleneck 



Cantor costs 
$5,000 in N.Y.C. 



WCAU '54 billing 
hits new high 



Tv stations 
squeeze eases 



WDTV, KVOO- 
TV join Vitapix 



$1.3 billion 
tv billings seen 



WBAL offers new 
discount plan 



There's agreement in most quarters 1955 will be anything but color's 
year. Sets at right price just aren't ready. RCA's latest estimate 
on number of color sets to be made during 1955 is 200,000 for all 
manufacturers. But it believes only about 160,000 will actually be 
sold. Last summer RCA figured there would be about 300,000 color- 
equipped homes by end of 1955. By end of first 10 months of 1954 — 
latest figures available — total of 17,445 color receivers had been 
produced, according to RETMA. 

-SR- 

P. Ballantine & Sons reportedly will pay $5,000 per episode for New 
York City showing of Ziv Tv Programs' "Eddie Cantor Comedy Theatre," 
which breaks nationally this week. Price paid by brewery is believed 
to be highest ever paid for syndicated film program, doesn't include 
time charges on WABC-TV for 10:30 p.m. slot Wednesdays. Ballantine 
also bought Cantor show in 20 other Eastern cities. During 11 weeks 
since it was announced, Ziv has sold show in 180 markets. 

-SR- 

Radio time sales for WCAU, Philadelphia, during 1954 were highest in 
32-year history. Local net revenue was up 6%, national spot revenue 
up 13% over 1953. Most significant '54 trend, says WCAU, is spon- 
sorship of 5-minute shows ; currently 51 of the 5-minute segments are 
sponsored each week. 

-SR- 

Tampa, Fla. , gets first vhf 5 February when WFLA-TV goes on air. 
It's one of 7 U.S. cities among "50 biggest" population category with 
paucity of operating tv stations (to date only one — uhf WSUN-TV, St. 
Petersburg). While some big markets have only one or 2 vhf ' s in 
operation, all but 4 of nation's top 233 markets ore covered by at 
least one station, according to figures from SSC&B's media research 
department. (See "Top radio-tv questions," question 10, page 45.) 

-SR- 

Almost simultaneously with Westinghouse acquisition of WDTV, Pitts- 
burgh, Joseph E.Baudino, WBC president, said station would join Vita- 
pix Corp. Few days earlier KVOO-TV, Tulsa, also joined Vitapix. 
Pittsburgh and Tulsa members, plus 14 new members announced as join- 
ing firm in December, raise Vitapix membership to 48 with at least 
2 more outlets reported ready to sign. Vitapix now claims its sta- 
tio ns cover 20 million tv homes. At SPONSOR presstime negotiations 
were continuing for New York and Chicago affiliates. 

-SR- 

Latest prediction on 1955 tv billings: $1.3 billion. That's 100% 
increase over 2 years ago, says prognosticQtor Robert W. Sarnoff, 
NBC executive v. p. Recently Ollie Treys, TvB head, said tv in '55 
would top $1 billion. 

-SR- 

Prevalence of short-term advertising recognised in new WBAL, Balti- 
more, rate card while at same time effort is made to e ncoura g e long- 
t erm clien t. Leslie H. Peard Jr. , manager, said station would offer 
discounts for 12 or more programs or announcements broadcast within 
week's time in addition to regular discounts figured on yearly basis. 
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ARTICLES 



DEPARTMENTS 



Tfif4'ii( <i(/f'iif .v: /tor*' thetf won votttral iif <r costs? 

Two talent agents, William Morris Agency and Music Corporation of America, 
are a controlling factor in 38 out of 57 "name" shows on network tv. The 
network competition for names is playing into their hands, admen fear 

Spat ruilio's "bifi push" for f.'>.>,T 

Though spot radio business was off for some for first time last year, there is a 
new and growing "upbeat" feeling among radio reps and industry groups about 
the value of the medium and their ability to sell it during 1955 

Esquire polish hits hard on iv — fiiil uot too ai'teti 

It's better to appear less frequently, but with impact, on a show with a big, 
changing audience than to get continued repetition on a program with a 
"loyal audience," Knomark Manufacturing Co. believes 

I A's nfiitiusi ntii' deals, ttterehitndisiuif excesses 

Here are the 4 A's first public lecommendations on radio-tv to encourage 
high business standards, give timcbuyers a "bible" to cite when asked to 
pressure stations for rate deals, extra merchandising, extra publicity 

10 tup rudin-tr quesiious far lUit.l: I'ari II 

What changes may 1955 see In radio network operations, in spot radio promo- 
tion, tv spectaculars, tv station clearances, use of cut-ins on network tv? 

Are iv eoniniereials fieitiuy word-lazy? 

Trite words in tv commercials cen kill good campaign ideas, warns Arthur Bel- 
laire, BBDO's v. p. in charge of radio and tv commercial copy. Copywriters must 
revitalize their word approach, search for fresh ways to express old ideas 

The I'ull-sereeu I. It. 

Over half of U. S. tv stations will now accept the new full-screen I.D. proposed 
by the SRA. Now format saves clients money by eliminating station call letters 

The recftrd stares ruilio built 

For the past 14 years, radio has been the advertising mainstay of Washington, 
D. C. s Super Music Stores. With air support owners Irvin and Israel Feld 
parlayed one small store Info a many-faceted $2 million-plus operation 
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COMING 



KtVII heaus: slep-hfi-steii story of uir etnupaiqu 

SPONSOR realizes a long-sought goal: to report on the sales results of a tv 
campaign as they happen. Test product: B&M beans. During the next six 
months, SPONSOR will follow this campaign with a continuing series of articles 

Are tr eautntereials tjettiuy pieture-luzy? 

BBDO's Art Bellaire continues his observations on tv commercial ruts, goes into 
the pictorial aspect with examples of trite scenes, poses, camera angles 
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AGENCY AD LIBS 

49TH & MADISON 

TIMEBUYERS — -. 

NEW & RENEW 

MR. SPONSOR, Wm. G. Mennen, Jr. 
SPONSOR BACKSTAGE 
TOP 20 TV FILM SHOWS 
TV RESULTS 
P. S. 

AGENCY PROFILE, Roland Mortlni ■ 
SPONSOR ASKS 
ROUND-UP 
NEW TV STATIONS 
RADIO COMPARAGRAPH 
NEWSMAKERS 
SPONSOR SPEAKS 
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DON'T USE KTHS if you sell a 



(Polo players in Little Rock ONLY, for instance!) 




MO. 



OtCU. 




LO U I S I A N A 



Daytime, the Station KTHS primary (0.5MV/M) area 
has a population o( 1,002,758. More than 18°o, or over 
100,000, do not receive primary daytime service (rom any 
other radio station. 

KTHS interference-free daytime coverage extends to the 
0,1MV/M contour, except in the southwest quadrant — 
has a population of 3,372,433. 



DO USE KTHS \f you sell 

mo4t ^ all o f. Ath/imfiA / 



^^ES. there might be a few people like Reginald, above, in Little 
Rock — but you certainly wouldn't KTHS to reach them, unless 
you wanted everybody else, too! 

KTHS is Arkansas' h'lg advertising medium. It's 50,000 
watts — CBS — is programmed for every element of the 
population in this big State. So everywhere our signal's 
heard, there are listeners — /ots of listeners — buying lis- 
teners — more than you can get with any other station in 
Arkansas. 

Ask The Branhani Co, for all the facts. It's a story of power, 
programming, coverage and results. It's a story you need to know! 
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50,000 Watts . . . CBS Radio 

Represented by The Branham Co. 

Under Same Management as KWKH, Shreveport 

Henry Clay, Executive Vice President 
B. G. Robertson, General Manager 



KTHS 

BROADCASTING FROM 

LITTLE ROCK, ARKANSAS 





HOLLYWOOD TELEVISION SERVICE 



ANNOUNCES 



THE BIG 




THE GREATEST ARRAY 
OF QUALITY PICTURES 
EVER OFFERED FOR 
TELEVISION I 




The Diamond Ghmip 



1- CHANGE OF HEART 

John Carroll^ Susan Hayward, Eve Arden, Gail Potrick^ 
Waller Callelt, Freddie Martin & Orchestra 

2. BRAZIL 

Tito Guizor, Virginia Bruce, Edward Everett Harton, 
Robert Livingslon, Richard lane, Frank Puglia, 
Forfunia Bonanova, Dan Seymour 

3- SIS HOPKINS 

Judy Canava, Bab Crosby, Jerry Colanno, Suson Hayward 

4. HEADIN' FOR GOD'S COUNTRY 

William Lundigan, Virginia Dole, Harry Davenport 

5. SCOTLAND YARD INVESTIGATOR 

Sir C. Aubrey Smith, Eric von Stroheim, Stephanie Bachelor. 
Forrester Harvey, Doris Lloyd 

6. EARL CARROLL SKETCHBOOK 

Constance Moore, William Marshall, Bill Goodwin, 
Vera Vogue, Edward Everett Horton, Hillary Brooke 

7. SLEEPYTIME GAL 

Judy Conovo, Tom Brown, Harold Huber, Ruth Terry, 
Jerry Lester, Fritz Feld 



8. VILLAGE BARN DANCE 

Richard Cromwell, Darrs Doy, Esther Dale, Dan Wilson 

9. BIG BONANZA 

Richard Arlen, Robert Livingston, Jane Frozee, Gabby Hoyes, 
Lynne Roberts, Bobby Driscoll, Monte Hole 

10. RENDEZVOUS WITH ANNIE 

Eddie Albert, Foye Marlowe, Gail Patrick, Philip Reed, 
Sir C. Aubrey Smith 

n. IN OLD MISSOURI 

Leon, Frank, Elviry & June Weover, June Storey, 
Morjorie Goteson, Thuritan Hall, Alan Lodd, 
Hall Johnson Choir 

12. MURDER IN THE MUSIC HALL 

Vera Ralstan, William Marshall, Helen Walker, Nancy Kelly, 
William Gargan, Ann Rutherford, Julie Bishop, Jerome Cawon 

13. HITCH HIKE TO HAPPINESS 

Al Peorce, Dole Evans, Brad Taylor, William Frowley, 
Jerome Cowon, Arlene Horris, Joyce Compton 

14. SOMEONE TO REMEMBER 

Mabel Paige, Richard Crone, Chorles Dingle 

15. SCATTERBRAIN 

Judy Conovo, Alon Mowbray, Eddie Fay, Jr., Isobel Jewell 




HOLLYWOOD TELEVISION SERVICE, Inc. Home Office-. 4020 Ca 

AHY OF THE 32 HOLLYWOOD TELE 
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The Long 
and the 
Short 
of it- 




KSDO is f/rjf in Son Diego . . . 
ond thot's the long ond short of it. 

Surveys, ratings, moil-pull . . . 
ony woy you look ot It, KSDO tops 
every station in this rich 
billion dollor morkef 

Moy we give you the long ond 
short of it . . . tell you why 

KSDO delivers the most listeners 
per dollor in San Diego? 




KSDO 



1130 KC SOOO WATTS 

Representatives 

|ohn E. Pcorson Co, — • New York 
Chicago — Dallas — Minneapolis 
Daren McCavren — San Francisco 
HuRh Feltis-AssOciatcs — Seattle 
"Q" Cox & Merrill Rawson — 
Portland 
Walt Lake — Los AnReles 




hy Bob Foreman 

How to work tciih lloUifwoodUes 

Directed l)y the >aiiie directors, \vrilteii hy the <anie writers, 
|iroces<ed by the same lahoratories. it is indeed anomalous 
that film for television and film for hig->creen exhibition 
have so very little in common. The fact that tv is sponsored, 
intended to sell, presented with freqnoncy. in the home and 
gratis makes the difTereiice. These dissimilarities, when un- 
derestimated or ignored, are the cause of so much of the 
trouble encountered by advertisers who have tv programs 
and commercials produced by "Hollywood ])eople."' 

Since the transition to the new art is often a difficult one 
for the coast element, it should he reckoned with early by 
agency and sponsor. l)oth of whom should take into account 
the new set o[ criteria they are asking the refugees-from-a- 
big screen to measure up to. 

Rather than over-work the already tired cliches about 
suede-shoe mentalities and ])urple shirt ])ersonnel. it would 
be more sensible, as well as less tinie-and-nioney consuming, 
if agency and/or advertiser were to ap])i"oach the jjroblem 
by realizing that these neojjhytes-to-advertising are possibly 
intelligent, probably skilled and generally unaccustomed to 
the added onus of spoiHorship. the ncH^essities of salesman- 
ship and the responsibilities of being a gratis exhibitor whose 
product is viewed in the living room by all age grou])s . . . 
and week after week. 

1 have spent a lot of time in the past six years in sunny 
California closeted in artificially lighted studios watching 
the laborious work of translating advertising copy into film 
and I have not only been impressed but oft-times a wee bit 
imeasv to learn of the long list of screen credits of this direc- 
tor who is shooting a car connnercial and of that cutter who 
is editing a cigarettes vignette. T remember that the prop man 
wlio was wiping out our beer glasses and taking the wrinkles 
out of steinie labels had ju>l finished up as head ])ro|) man 
on the set of my (then favorite epi( — High Noon. I recall 
getting some special effects for a pudding vignette out of 
folks who had rrealrd such wonderful art cfTects as the main 
title for Sunset Houlevard. 

All the men and women with whom 1 woiked ajiproached 
this new world into which llicy had ix^'ii jet jiropelled w ith 
a desire to do well . . . with a respect for the task ahead, 
'i'his menns conijiletcly without cynicism and minus the dis- 
dain 1 bad heard about and duis expected. 

{Please turn la pape 62) 
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Effective immediately, all United Television Programs, Inc^ 
personnel and film properties become a part of the MCA-TV 
Syndicated Film Division. This makes available for TV sponsor- 
ship throughout the world the largest, most complete selection 
of quality TV film programs anywhere. Now the MCA-TV staff 
consists of 68 salesmen who offer you 22 separate filmed TV 
programs for local or regional sponsorship. 



THOMAS MITCHELL 




V 

^ OF THE 

^ TOWN 

Thomas Mitchell stars in 
39 exciting topical dra- 
mas. Consistently a top 
rated radio and TV show 
for many years. Already 
sold in over 60 markets. 




CUY 
LOMBARDO 




AND 
HIS 



ROYAL CANADIANS 



39 sparkling half-hour 
films, featuring America's 
No. 1 musical favorite and 
a famous female guest star 
vocalist each v/eek. 



PRESTON -^j/i FOTj 

WATERFRO! 



Sell your product throug 
sponsorship of this ou 
standing family situotio 
adventure series with 
sdlty tang, starring Presto 
Foster. 65 films available 




ROD 

CAMERON 



CITY 
DETECTIVE 



65 half-hour mystery and 
adventure films, starring 
Rod Cameron. In its third 
year of successful selling 
for sponsors. 



ROCKY 
JONES 



SPACE 
RANGER 




39 films that hold adult 
and juvenile audiences 
spellbound. Backed by a 
merchandising campaign 
guaranteed to give your 
product top recognition. 



■ > 



HEART a 

OF THE 

CITY 



(Also known as "City As- 
fignment.") Pat McVey and I 
Jane Nye, as a crusading 
team of newspaper re- 
porters, bring you drama I 
and suspense ... 91 films. 



KEN MURRAY 




WHERE 
WERE 
YOU? 



Great heroes, war person- 
alities, famous events, dar- 
ing exploits, presented in 
documentary style with 
Ken Murray as your host. 
26 films available. 



GEORGE RAFT 




George Raft plays the role 
of a metropolitan police 
officer in 26 hard-hitting 
films of drama and mys- 
tery. A top rating-getter 
in leading markets. 



TELESPORTr 

DIGEST 

\^ y 

Fresh, crisp film highlightsj 
of the previous week's topi 
sports events, air expressed| 
to you every Monday. 

TOUCHDOWMl 

13 half-hour films cover- 
ing top college games of | 
each week. Available only 
during football season. 



a show for every product, 
jvery market, every budget! 



Now, whether you 
want comedy, drama 
or mystery, you're 

sure to find the 
perfect show to fit 

your needs among 
MCA-TV's 22 top-rated 
1 film shows. 





AOYAL 
PUYHOUSE 

AM* 



78 dramas to build pres- 
tige for yaur cammerciol 
message. Sponsored as 
Fireside Theatre by Proc- 
ter & Gamble. One of the 
highest fated film shows. 




CHARLES BICKFORD 



tOUIS HAYWARD 



FAMOUS 
PLAYHOUSE 



Over 200 films in this high- 
rated anthology of com- 
edy, mystery, adventure 
□ nd drama, featuring fa- 
mous Hollywcod stors. 



BEHIND 

THE 

BADGE 




I 



Charles Bickford hosts and 
norrotes 39 half -hour thrill- 
ing, true-life dromos of 
low enforcement presented 
in documentary style. 




ABBOTT 

ftfk AND 

^IcOSTELLO 



Americo's funniest comedy 
team stars In 52 hilorious 
films, in the style thot has, 
kept them on top for 15 
laugh-filled yeors. 



PAUL HARTMAN 

. PRIDE 

OF THE 



Louis Hayward stars os the 
world's most fomous ad- 
venturer, fighting evil and 
intrigue throughout the 
v/arld , , . an electrifying 
series af 39 films. 



JOHN RUSSELL 
CHICK CHANDLER 

X>4 





' FAMILY SOLDIERS 
i FORTUNE 



Inimitoble Paul Hart man 
stors in this hilarious situ- 
ation comedy ... 40 fun- 
filled films now available 
rin many leading markets.. 



26 exciting new adventure 
packed films. With on all 
^tor Hollywood cost. AU 
ready sold in 100 markets 
to 7-Up Battling. 





ALAN HALE, JR. 
RANDY STUART 



MELVYN 
DOUGLAS 



HOLLYWOOD 
OFF-BEAT 

Melvyn Douglas stars as 
a private sleuth in 13 ex.^ 
citing and unusual dramas 
mixing love and adven- 
ture. Supported by an oil 
star Hollywood cost. 



BIFF 
BAKER 
U.S.A. 




RALPH BELLAMY 

FOLLOW 
THAT 
MAN 




Alan Hale, Jt. and Rondy 
Stuort stor in 26 half-hour 
films of Internatronol mys- 
tery ond intrigue. A sure- 
fire combination oppeol- 
ing to oil TV-viewers. 



I 



Rolph Bellomy stors in 82 
exciting films made ex- 
pressly for TV . . . reolistic, 
oction-pocked odventures 
thot every member of the 
fomily will en'toy. 



only M< 


CA-TV has so many 


proven to 


p-ratedTVfilm shows! 








AMERICA'S NO. 1 DIStRIBUTOR OF TELEVISION FILM PROGRAMS 
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CHICAGO: 430 North Milhigon 
Ave, OEIoworc 7-1100 

CLEVELANO: 1172 Union Com- 
mlric BIdg., CHerry 1-6010 

ROANOKE: 116A West Kirk Avi. 
ROonolic 3-4344 

NEW ORLEANS: 42 Allord Blvd., 
GAIvci 4410 

CINCINNATI: 3790 Gordnlr Avi., 
SVcomore 9149 

OALLAS: 2102 No. Akord St., 
PRospclt 7S36 

OEIROir: 837 Book Tower, 
WOodword 2. 2604 

MCA- IV FRANCE: 
49 bis Ave., Hoihe, 
Poris 



SAN FRANCISCO: 105 Mont- 
gomery St.. EXbrook 2-J922 

SEATTLE: 203 White Buildmg, 
Mutud 4567 

SALT LAKE CITV: 212 Beoson 
BIdg., 3-4657 

MINNEAPOLIS: 104B Northwest- 
ern Bonk BIdg., Lincoln 7163 

PITTSBURGH: 550 Gront St., 
Suite 146, GRont 1-9995 

PHILAOELPHIA: Bellevue-Strot- ' 
ford Hotel, Brood t Wolnut 
Sis., PEnnypoiker 5-9462 

ST. LOUIS: 1700 Liggett Orlve, 
WOodlond 2.3613 

MCA- TV tNGLANO: 
139 Piiiodily 
London West 1 



COAIUCr VOMNtARtSr 
MCA-TV OfF/Ct FOR 

AOoiriOAi MiAir5 rooAy." 

NEW VORK: 591 Modison Ave., 
PLOJO 9-7500 

BEVERLV HILLS: 9370 Sonio 
Monico Blvd., CRestview 
'6-2001 or BRodshow 2-3211: 

ATLANTA: 515 Glenn BIdg-, 
Lomor 6750 




ike a foot print 
on the sands of 
time WHLM cov- 
ers a quality mar- 
ket in Pennsylvania just as a Magee Carpet 
covers a quality market throughout the 
United States. 

This rich industrial and agricultural market 
which produced a combined annual income 



HARRY L. MAGEE Owner and Operaior 

Lil 



of $2,090,404,000 in 1954 can only be 
reached adequately by WHLM RADIO 
with 500 Watts at 550 Kc. 



A new transmitter .... a new antenna .... 
a new and beautiful studio .... and now a 
new Move to 550 Kc. which simply 
means a brand new coverage pattern to 
reach the greatest number of potential pur- 
chasers for your client's products in this in- 
creasingly productive Pennsylvania market. 



WHOL WAZL WHLM WIDE WVDA 

Mieniown, P«. CBS Hazleion, Pa. NBC-MBS Bloomsburg, Pa. Biddeford-Saco, Me. MBS-Yanke« Botion, Mais. ABC 

(All Stations Represented by Paul H. Raymer Company) 



Decision-makers at 
the point-of-sale are . . 

Sunshine Biscuits, Inc. and 
the men from Cunningham & Walsh 
are Sold on Spot as 
a basic advertising medium! 

iSalioual Spot iuhertising can help mo\e your nicrchandbe ofi 
f^rocery store >licl\'cs — just as it does for Sunshine Biscuits. 

Spot, with it? total flcxihility, permits Sunshine to choose its 
markets to meet specific sales problems. After careful study and 
analysis, Sunshine's agency, Cunningham & Walsh, makes its 
recommendations. 

HOW MUCH SPOT? IheSpot reeommendationsniayrange from 
a saturation schedule to just one commercial announcement in a 
market, depending on Sunshine's sales objectives. Sunshine s Spot 
advertising, on both Radio and IVIevision, is coordinated with 
its advertising in other media to do a complete pre-sclling job. 

HOW TO GET ADDED POWER? The stations represented by 
NBC Sjjot Sales follow through with merchandising support — 
like highly successful Radio Chain Lightning — that moves mer- 
chandise off grocers' shelves faster than any other media mer- 
chandising plan. (Ask the successful advertisers who are using 
it over and over.) 

With Spot, you too can move into a market quickly- any market 
in which your sales manager needs strong support — and you can 
do it within a matter of days, or even hours. 

HOW TO PUT SPOT TO WORK? Let your advertising agency, 
or an ISBC Spol Salesman show you how Spot can fit into your 
selling plans. They'll tell you how Spot can sell for you in 11 
major markets that account for Af>[< of the nation's food sales. 

Business exccuti\'es are Sold on Spot because more merchandise 
is Sold on S])0t . . . 




. . . and some Spots are better than others! llVBCl S I^CXF S^ VT^K S 



JO RochvfvtU'i Plaza, i\cto York 20, N. Y. 
(Allien pi) On roil Clviclnnd IV a$l\ing(on 
San Franchc^/ Los Anprlcs ChorfoKc* Atlanta* Dallns* 

* liomar I^on rafiCC xsoriat r^; 
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Norman Smith Adiertisius Maiiai;er, Newman TAcEvoy I icc President (mil George Dietrich .\uiional Munager, Joseph Gavin Time Buyer 
Sunshine Biscitils, Inc. Media Director, Ciinninsham and If'alsli Radio, MiC Spot Sales Cunningham and ff'alsh 

Candid photo by Eliott Eruitt. Taken at Grand Union, Xew York City. 



representing TELEVISION STATIONS: 






representing RADIO 


STATIONS : 




WRGB Schenectady- 


WNBQ Chicago 


WNBK 


Cleveland 


WAVE Louisville 


WMAQ Chicago 


WRC K ashington, D. C. 


Albany 'Troy 


KRCA Los Angeles 


KPTV . 


I'nrlland, Ore. 


KGU Honolulu, Hawaii 


KNBC San Francisco 


WTAM Cleveland 


KONA-TV Honolulu, Hauaii 


KSD-TV Si. I.duis 


WAVE 


-TV Louisville 


WRCA A cm York 


KSD St. Louis 




WRCA-TV Sew York 


WRC-TV 11 ashingion, D. C. 
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[\ (W\ 



WKNB-TV 

210,000 watts 

(maxImLim radiated power) 

covers fhe 

BIGGEST 



in Southern 
New England 






LOOK 
at the 



A. R. B. Report (Nov. 1954) gives 

WKNB-TV 70% 
UHF Saturation 

in the Hartford-New Britain Market 

OVER 240,000 
Homes Delivered* 

f/RST TV station in Hartford County 
FIRST in program popularity 
FIRST in studio and transmitter facilities 
FIRST in local advertising success stories 

* December, 1954 




WKNB-rV 

1422 Nsw Sritafn Avmue 

West Hailfonl^ Conn. 



Represented by The BOILING Company 





SPONSOR invites letters to the editor. 
Address 40 E. 49 St., Xeu- York 17. 



YEAR-END REVIEWS 

^ our DoceiTiber I3tli issue was par- 
ticularly interesting, ^'our year-end 
ie\ ie\\s of the to{) aHeueies are ahvays 
newsworthy. And \ (nir eouslaiit efforts 
to heljj adveitising to e\()]ve into a 
more nearh |)rofes>ional a('ti\'it\. al- 
ways receive a hearty though silent 
word of thanks from me. In |>arti<'ular 
1 refer to your article whi< li tells about 
the error* in t\ selling, the ^tor^' on 
how local ad men e\ aluate \or fail to 
evaluate] media, and the |)i(H'e on what 
timehu)crs want in trade advertising. 

liDV C. PoRTEOl s 

,\Jgr. oj Soles for Participating 

Prof^rams 
A/iC, Xew York 



TOP COMMERCIALS 

In your issue of l)ecend)er 27. 10.i4 
(on page 38 1. you featured a very 
interesting article headlined "I like 
this tv couuneicial because . . One 
of the four tv eommercials pi<'tured 
in this article was for K-Z I'o|) |)(>|)- 
corn. The agency listed for this ac- 
count was Cnmiingham & W^alsh. 

For your information and correc- 
tion, oiir agencN handle- all the nation- 
al and Midwest ad\ertising foi E-Z 
Pop |)()|)corn. and it wa< our ag(?nc) 
that created the cartoon s|)ot referred 
to on this page. Cunningham & 
W alsh places the advertising for the 
I'.astern franchised niamifacturer of 
IvZ Pop popcorn, but bad nolhing 
whatsoever to do witli the prepnia- 
tiou of this s|)ot. W'e are natuially 
\er\ prond of liie s|)ot and iiate to see 
someoiK^ else get ciedit for it. 

\\C are curr(^iitly inuniiig the car- 
toon for oui' ;ic('(niiit all llirouub the 
Midwest and recently us(m1 it duiing 
a nalionwide telecast of the Sugar 
Howl [''oolball (iame. 

I here isn't a da\ goe- b\ that we 
don't re(('i\e fan mail from l\' listen- 
ers who not onl\ Icll us how wonder- 
lul this spot is but a>k. us when the\ 
< : n sec il again, ami tell u< that for 
the fir?! lime tbe\ enjov wat<hing a 



<oinmercial. One junior high school 
student in l)e Kalb, Illinois wrote that 
his entire school was "real gone" 
about it and requested a copy. We 
sent him a print. 

While we at the agenc\ are natural- 
Iv elated about this spot, we are even 
happier with the tremendous increase 
in bu>iness E-Z Pop popcorn has en- 
joyeil since we first |)nt this spot on 
the air. 

Our thanks to Y & U's William Coli- 
han, Jr. for his kind ■words. 

Felix Howf.r 

Vice President 

r. B. Doner and Co. 

Detroit 



# Cii lining 11 a 111 i*C \^ nNIi »I ><h ii tit irt-<I t In* error. 
Mm-v rall< <I lo noHf> SI'ONSOU. aililin^ ihat thry 
afirrcfl it \i> it> a lerrific cuiiiiiirrr iul ami ^«l»hed 
that lU*'\ liatl done it. 



INSURANCE SPONSORS 

In \()ur excellent publication en- 
titled "All-Media Evaluation Study" 
you give >oine comments about the ef- 
fectiveness of television ad\ertising as 
reported l)\ several important Ameri- 
can insurance coin|)anies. 1 quoted 
tliese statements recently lo one of our 
elients, the Xortherii Assurance Co. 
Etd. 

As you doubtless know, commercial 
television will be introdured into Creat 
Britain ne\t Se|Uembcr or Octolier 
and a great deal of interest is being 
:^hown in the sales efTecti\ eness of the 
medium in the I'nited States. . . I do 
not know x\liether the American com- 
pani(>s concerned would be prepared to 
di\ulge information to a Hiitish com- 
jiany in the same field of business, but 
if the\ would do so. 1 know our client 
would be ver\ pleased and interested. 

Might I a-k for \(nir hel|) in this 
iiiatt(M? I shall be visiting ihe Tnited 
States lo >tiid\ certain aspects of tele- 
\ isi<jii merchandising in March, and 1 
would he jileased lo call on the com- 
panies concerned if this was thought 
desiral)l(\ 

G. K. .Moi NTKOKT 
Director 

Mather it* Crou thcr Ltd. 
London, England 

• 1 In-^c -Atr >nnt<- of the '*l*<>\SOIt arlirlcs ull 
iii>^iir;iii<'<' r<>nii>;i>>\ jkK < rt ■ » iiii; wliirli in:iy |>rn- 
> itlr ItjM'k^riiiiiHl ^^\\' pti trii: in I ltriti»li air ihIxt- 
liscr^i IT 'Miiv I'J.'^I. iiatc %2 ( 'M el r<>i>olit .in ) ; 

I n<'i i'iiiIh I' 1<J.~>:>. |>aL'<' .in (Miitiinl of (tiiialia): 

I'l 'Ma> l<l.';2. |>ai:r 22 ( M <'t ri>|l<iMt a II ) : I*' N<>- 
m-iiiImt IV.'I. |ta^<- ."t I (Miiliial of C.oliiiiiltiiH) ; 

12 i'<-l>rnar> 1"».>K pam* 3fi ( rrmlrnl ial ) , 

\ Please tnrii to />«ge I 2.> I 
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SPONSOR 



TELEPHONE CALL 



DATE 



FOR MR. 




TIME. 



WHILE YOU WERE: 

I I 111 coiifereiico 
I I 111 communicado 
I I At lundi 
I I At the game 

THE: 

I I Wife 

I I Female voice 

[ |/[ Man fi om Bi-aiiham 

I I Bookie 



"l^/I^Doing research 
I Casting 



I I Studying my hnes 

I I Hiding 

I I Estate planner 

I I Booking agent 

I I Bank 

I I Boss 



PHONED AND SAID: 

I I Take the 5:07 — company's coming 
I I The merchandise is available 

[vl^WrilS-TV's coverage area includes 402,584 tv homes 
I I Get the dough by Thursday period 

I I The :)0-day gi-ace period on your insin-aiice expires tomorrow 

j I What about that survey? 

I I Jhc measurements ai-e ;56" - 22" - P) l" 

A i)ad of these memos (unchecked) is yours for the asking. 

Write West Virginia's 
Charleston- 
Huntington CBS AM-TV 
Stations CJiarleston, IT. Va. 



Only 




STATIONS 

are powerful 
enough and 
popular enough to 
register audiences 
in radio survey 
ratings of both 
Los Angeles 
and San Diego 

Of these top 
four, KBIG is 

® the only 
independent 

® the least 
expensive 

® the lowest cost 
per thousand 
families 





^ 1 The Calalina ilalian 

^ I 10.000 Watts 

740 



ON YOUR 
OIAI 



JOHN POOLE BROADCASTING CO. 

6540 Sunset Blvd., Hollywood 28, California 
Telephone: HOIIywood 3-3205 

Nat. Rep. Robert Meeker & Assoc. Inc. 





CliHflfs V. Catttithell. MarManiis, John <li- 
Adams, Bloonificid Ilills. Mich., recently helped 
cnin])letc hit) in f; radio-tr for the hiifie cami)aigr} 
introdricing the 1955 /iVip oj two auto firms: I'ontiac 
and Cadillar. Key lessons, he icels, are these: 
"Auloniotive adrertisers in the future must lean more 
ton'urd consistency than toivard saturation. They 
arc finding it extremely difficult to clear suitable 
time i)eriods ior short-term tv .saturation buys; 
there arc too many long-term advertisers uho have 
franchises on prime time. Large tv network shoics 
add ])reslige. Hut long-tern} s])ot schedules are 
cijually important. Spot, uell-placed, can he of great 
service to auto firms." For Pontiac alone, (.buck 
bought schedules on 1,200 radio and aver 300 tv 
stations throughout the country. He bought another 
!.')() radio stations lor the 1955 Cadillac. 



}lrs, Iti'Hii \el.stm Shaht-ftt. Albert Frank- 
Gtienthcr Law, i\eie ) ark, feels that the day ivill 
come soon udicn there'll be many regional tv net- 
works fust as there arc multitudes of regional radio 
networks. "If itli new tv markets ojiening up all 
the time, fewer and fewer advertisers can afford 
to ignore the medium, completely," says Betty. 
''However, tv's still too expensive for clients with 
budgets under $500,000 a \ear. One aiisieer to the 
budget problem are shows like Today, lehich make 
network' hiiys economically feasible for small clients. 
Another answer is sjiot tv. of course. Hut neither 
of these tuo media is tailor-made for the large 
numher of regional advertisers, ichose distribution 
covers only one section of the country. /T hen these 
advertisers can get a / ackagc buy on tv 
s!(/tion\ in the same area, they'll hnv tv.'' 



.ittuu Stat'li. W illiam II. W eintraub, Xew York, 
ieels that iiinjiointing the audience is the key to 
successful and economic time buying. "Take three 
categories of accounts I bin for at this agency," 
Joan exiilains. "7 hat is. automotive, tobacco and 
cosmetics. In each instance, the client is ajijiealing 
to a somewhat different jiart of the mass audience - 
icith cars, you want to appeal to a mixed adult 
audience, though predominantl\ to men: icith cigars, 
at course, it's only men you leant to reach: casinetics 
are b(night hy ivomen. In buying time, it's impor- 
tant, therefore, to get. not necessarily the highest- 
rated time, but the time that has the greatest number 
oi jiotential customers tor your client's product. 
The W'ard-MliS study of listening habits in the 
I .S. has helped buyers jdnpaint the radio 
audience. In tv, a hincr still relies on many sources." 
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Any way you look at if, 
weekly quarter -hour 
firsts, shares of audience 
or program rankings . . » 
it's WKBN'TV for best- 
rated adjacencies'. 



WKBN-TV 

PROGRAM RANKINGS 

5 of the first 6 
10 of the first 13 
30 Of the first J8 



PROGRAM RATING STATION 

1. Toast of the Town 38 WKBN-TV 

2. Jackie Gleason Show 34 WKBN-TV 

3. I Love Lucy 3t WKBN-TV 

4. Milton Berle 30 Station B 

5. Beat the Clock 29 WKBN-TV 

6. I've Got a Secret 28 WKBN-TV 

7. Roy Rogers 26 Station B 

8. Racket Squad 26 WKBN-TV 

9. Big Story 26 Station B 

10. December Bride 25 WKBN-TV 

11. Arthur Godfrey and Friends 25 WKBN-TV 

12. Two for the Money 25 WKBN-TV 

13. Browns Pro Football 25 WKBN-TV 

14. Meet Millie 24 WKBN-TV 

15. Four-Star Playhouse 24 WKBN-TV 

16. You Bet Your Life 24 Station B 

17. Dollar a Second 24 WKBN-TV 

18. Topper 24 WKBN-TV 
19 Badge 714 23 • Station B 

20. Studio 57 23 WKBN-TV 

21. Justice 23 Station B 

22. Dangerous Assignment 23 WKBN-TV 

23. Dragnet 23 Station B 

24. Our Miss Brooks 23 WKBN-TV 

25. Hit Parade 23 Station B 

26. Polka Party 23 WKBN-TV 

27. Honestly Celeste 22 WKBN-TV 

28. Elgin TV Hour 22 WKBN-TV 

29. Strike It Rich (eve.) 22 WKBN-TV 

30. Masquerade Party 22 WKBN-TV 

31. What's My Line 21 WKBN-TV 

32. Perry Como Show 21 WKBN-TV 

33. Edward Arnold Show 21 WKBN-TV 

34. Rumpus Room 21 WKBN-TV 

35. NCAA Scoreboard 21 WKBN-TV 

36. Best of Broadway 20 WKBN-TV 

37. Mark Saber 20 WKBN-TV 

38. Hopalong Cassidy 20 WKBN-TV 




WEEKLY 

QUARTER-HOUR 

FIRSTS 

WKBN-TV. _ 363 

Station 6 58 

Ties — - 30 



it's WKBN'TV, highest by far 
in the 32nd U. S. market . , . Serving 
145,000 homes equipped to receive 
Channel 27 . . . Nearly a half million 
viewers . . . Plus CBS, ABC, Dumont 
. . . New 160,000 Watts power . . . 
and network color programs. 

Source for all survey data: Hooperatings, Oct. 1954. 
Complete Hooperatmg Report available on request. 




, WKBN-TV 

Y0UN6ST0WN, OHIO 

CHANNEL*27 

Rej)res(>ntO(I Nationally by 

PAULH.RAYMER CO. 
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We'll trade 2 dollars of ours 
for every 1 dollar of yours 



This is something only WLW's Radio two-for-on 
plan offers. Here's a proved merchandisin 
and promotion program of such span and fore 
that it guarantees you an additional full do 
lar's worth of top-notch product promotion fo 



I 




■MM ■4'H,T,:.'im'^ «Tr7Fil?'-=^ IMMdii 



rt 

« 

It 

t 





ery advertising dollar you spend on WLW Radio. 

We have a consulting team ready to talk to 
u, ready to build your own 2-for-l package, 
y us out and you'll see that one equals two 
WLW Radio. 



a distinguished member of the 

CROSLEY GROUP 

Exclusive Sales Offices: 
New York, Cincinnati, Dayton, Columbus, Atlanta, Chicago, Miami 



WLW 
WLW- J*. 
WtW-C 
WliW-D 
WLW-T 



Hadio 

Atlanta 

Columhus 

Dayton 

Cincinnati 



Month after month after month.. 



THE BOX SCORE* 


Month 


Top 15 Once- 
A-Week Shows 


Top 10 Multi- 
Weekly Shows 


April '54 
May '54 
June '54 
July '54 
Aug. '54 
Sept. '54 


7 out of 15 

8 out of 15 

9 out of 15 
12 out of 15 
11 out Of 15 
11 ouf of 15 


4 out of 10 
6 out of 10 

6 out of 10 

7 out of 10 
'7 out of 10 
6 out of 10 


Total 6 Mos. 


58 out of 90 


36 out of 60 



ll takes more than coverage to get your television message across. 
It takes viewers, too. In the great Atlanta market, lelepulse tells 
the story. 

For 6 consecutive months WAGA-TV led by nearly 2 to 1 the 
other two Atlanta stations comhined — in top weekly shows and in 
top multi-weekly shows. 

Here is proof aplentv that your television dollar get» more 
viewers day ni and day out, month in and month out, when you use 
WAGA-TV— Charuief 5 — CBS-TV in Atlanta. Get the full story 
from our representatives. 



'Based on The Atlanta Telepulse, April-September, 1954 
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1. New on Television Networks 



SPONSOR 


AGENCY 


STATIONS 


Bayuk Cigars, Phila 


D'Arcy, NY 


ABC TV 


Bissell (Carpet Sweeper), Grand Rapids 


N. W. Ayer, NY 


NBC TV 47 






NBC TV 54 


R. T. French, Rochester 


)WT, NY 


NBC TV 44 


Pet Milk, St Louis 


Gardner, St Louis 


CBS TV 75 


CBS-Columbia, NY 


Ted Bates, NY 


CBS TV 46 


Sheaffer Pen Co (Fincline Div), Ft. 


Russell Seeds, Chi 


ABC TV 80 


Madison, la 




Studcbaker-Packard Corp, Det 


Ruthrauff & Ryan, NY 


ABC TV 87 


Toni, Chi 


Weiss & Gcllcr, Chi 


NBC TV 109 


Plymouth, Det 


N. W. Ayer, Phila 


NBC TV 


S. C. johnson & Son, Racine, Wis 


Nccdham, Louis & Broiby, 


CBS TV 75 




Chi 




Rcvlon Products, NY 


William H. Wcintraub, NY 


CBS TV 55 



PROGRAM, time, start, duration 

Walter Winchell; alt Sun 9-9:15 pm; Feb 6. 52 
wks 

Home; M-F 11 am-noon; Jan 3; 52 wks 
Today; M-F 7- 9am; )an 3; 52 wks 
The World of Mr Sweeney; W 4:30-4:45 pm; )an 
5; 26 wks 

The New Red Skclton Show; alt T 9:30-10 pm; 

)an 4; 32 wks 
Life With Father; T 8-8:30 pm; )an 4; 52 wks 
Who Said That?; W 9:30-10 pm; Feb 2; 52 wks 

Fv Reader's Digest; M 8-8:30 pm; )an 17; 52 wks 
So This is Hollywood; Sat 8:30-9 pm; )an 1; 
Plymouth News Caravan; W 7:45-8 pm; )an 5; 

3 out of 4 M; )an 17; 52 wks 
The New Red Skelton Show; alt T 9:30-10 pm : 

)an 4; 32 wks 
Danger; alt T 10-10:30 pm; Feb 8; 52 wks 




/anc 

Daly (3> 



Earle 

Ludgin (3) 



2. Renewed on Television Networks 



SPONSOR 



AGENCY 



Lever Bros, NY 
Philip Morris, NY 
Procter & Gamble, Cinn 
Procter & Gamble, Cinn 



McCann-Erickson, 
Blow, NY 
Blow, NY 
Compton, NY 



NY 



STATIONS 

CBS TV 58 
CBS TV 149 
CBS TV 149 
CBS TV 104 



PROGRAM, time, start, duration 

Arthur Godfrey; M-W 11-11:15 am; Jan 3; 52 wks 
L Love Lucy; alt T 9-9:30 pm; Jan 3; 104 wks 
I Love Lucy; alt T 9-9:30 pm; Jan 3; 104 wks 
Road of Life; M-F 1:15-1:30 pm; Jan 3; 26 wks 



3. Advertising Agency Personnel Changes 



Robert D. 
Work Jr. (3) 



NAME 



Rodney Albright 
N. Art Astor 
Robert F. Bender 
Vincent R. Bliss 
Andrew C. Boyd, jr 
Leroy B. Block 
Lester Blumenthal 
John D. Burke 
Thomas C. Butcher 
Aldis P. Butler 
Raymond P. Calt 
Thomas S. Cadden 
Bobb Chaney 
Philip S. Church jr 

Anne Coyle 
George Croll 
Barton A. Cummings 
Richard R. Curtis 
Jane Daly 
Clifford Dillon 
John E. Doble 
Gcofrey C. Doyle 
Jerome Fenigcr 
Gordon D. Fisher 
C. James Fleming Jr. 
Mildred Fulton 
Holt J. Gewinner Jr 

Jane Harrington 
Bob Hayward 
Richard H. Hobbs 
Robert D. Holbrook 
Richard Holland 
Ralph R. Hotchkiss 
Donald Josephson 
Robert C. Kelly 



FORMER AFFILIATION 



DCSS, NY 
Napier Co, sis rep 
WKRC-TV, Cinn, gen mgr 
Earle Ludgin, Chi, exec vp 
Erwin, Wascy, LA, copy chief 
Grey, NY, acct supvr 

William K. Weintraub, NY, bus mgr, r-tv dept 
Erwin, Wasey, NY, chg of copy dept 
Lennen & Newell, NY, sr vp & acct supvr 
Y&R, vp, NY 
Y&R, NY, copywriter 

Krupnick & Assoc, St Louis, acct serv stf 
BBDO, Minn, vp 
WLW-D, Dayton, sis exec 

Tatham-Laird, Chi 

Erwin, Wasey, NY, chg of art dept 

Compton, NY, dir 

Columbus Dispatch, adv stf 

Earle Ludgin, Chi, r-tv dir 

SSCB, vp, copy chief 

Blow Co, NY 

Scandinavian Airlines, adv & sis prom mgr 
CBS, sis exec 

Brady, Appleton, Wis, exec art dir 
Compton, NY, vp, bd member 
Blow Co, timcbuyer 
WSB, Atlanta, sis rep 



Rome Daily Amer, adv stf 

Foote, Cone & Belding, Hollywood, 

Irwin Vladimir, Chi, vp and mgr 

Compton, NY, pres 

Hollis Prod, NY, asst exec prdcr 

Maxon, Detr, vp, acct exec 

Hecht Co, Wash 

Y&R, NY 



r-tv supvr 



NEW AFFILIATION 



Biow-Beirn-Toigo, NY, Tv film prdcr 
Headlcy-Reed, LA, acct exec 
Hachnle, Cin, vp in chg of radio-tv 
Same, pres 
Same, vp 
Same, vp 
Same, also vp 
Same, also vp 
Same, exec vp 

Same, also chg Det office; acct supvr 
Calkins & Holdcn, NY, dir of copy 
Same, r-tv dir 

Same, also mgr of Minn office 

Bridges-Sharp & Assoc, Dayton, food mdsg dri, acct 
exec 

Rutledge & Lllienfeld, Chi, r-tv hd 

Same, also vp 

Same, pres 

Kight, Col, acct exec 

Same, also vp 

Compton, NY, vp & creative exec 

Benton & Bowles, NY, assoc acct exec 

Grey, NY, acct exec 

Cunningham & Walsh, NY, media dir 

Same, vp 

Same, sr vp 

McCann-Erickson, NY, head timcbuyer, Bulova 

Day, Haris, Mower Cr Wcinstein, Atlanta, chg of 

bdcst media 
Mike Fadell, Minn, acct exec 
Brisacher, Wheeler & Staff, SF, r-tv supvr 
Same, exec vp 
Same, bd chmn 

Biow-Beirn-Toigo, NY, tv prog supvr 
Compton, NY, vp 

Blaine-Thompson, NY, asst acct exec 
Biow-Bcirne-Toigo, NY, tv prog supvr 



Ralph R. 
Hotchkiss (3) 




, John H. 

J ^ Wilfmarth (3) 



In next issue: New and Renewed on Radio Networks, National Broadcast Sales 
Executifes, New Agency Appointments, New Firms, Nnv Offices, Changes of Address 
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3. Advertising Agency Personnel Changes (cont'd) 



NAME 

John Kicly 

Aljn D. Lchmann 

Alice Liddcll 

Russell Loftus 

Earlc Ludgin 

R. C. Pete Maddux 

John R. Markey 

J. Norman McKenzic 

Michael M. Minchin Jr. 

Arthur V. Mountrcy 

John H. O'Toole Jr. 

Elmer A. Otte 

Frederick N Polangin 

Lawson Paynter 

John H. Pinto 
David L. Rand 
Victor M. Ratncr 
Steve Richards 
Charles A. Richardson 
C. Bruce Richardson 
Michael Riese 
Evelyn Ringrose 
Craig Spitz 

F. Winslow Stetson )r 
John K. Strubing Jr. 
Samuel M. Sutter 
Adolph ). Toigo 
Hub Terry 

Kenneth H. Thompson 
Fred C. Walker 
Don Walsh 
Charles B. Wild 
John H. Willmarth 
Robert D. Work )r. 
William K. Zicgfeld 
John L. Zimmcr 
Bernard Zipp 



FORMER AFFILIATION 

Brooke, Smith, Freneh & Dorrancc, NY, sr art dir 

BBDO, Buffalo, acct exec 

Ingalls-Miniter, Bost, media dir 

Y&R, Montreal 

Earle Ludgin, Chi, hd 

WOR, WOR-TV, NY, vp 

NBC. SF, chg of mdsg 

James Thomas Chirurg, Bost, vp in chg of mdsg 

Bwy Dept Stores, LA, asst mdsg mgr 

Compton NY, Amer Can Co acct exec 

Ccn Elec, Louisville, gen sis mgr 

Brady, Appleton. Wis, aeet exec 

Fuller & Smith & Ross, NY, acet supvr 

Ewell & Thurber, White Plains, r-tv prod 

Cecil & Presbrey, NY, tv copy hd 

Crey, NY, aect supvr 

MeCann-Erickson, NY, copy hd 

Kudner. Flint, Mieh, resident rep 

Kelly, Nason, NY, acct exec 

Ingersoll-Rand Co, adv aeets supvr 

E. T. Howard, NY 

Irwin Vladimir, Chi, exec asst 

)WT, Mex, aeet exec 

Bryan Houston, NY, vp and acct supvr 

Compton, NY, exec vp 

Biow Co, NY, vp chg creative depts 

Lennen & Newell, NY, exec vp & gen mgr 

WIS & WIS-TV, Columbia, SC, sis rep 

Erwin, Wasey, NY 

Scars, Crccnvillc, SC, adv u sis prom mgr 
Steve Hanagan, NY, acct exec 
Gardner Displays, Pittsburgh,, ad mgr 
Earle Ludgin, Chi, vp & exec art dir 
Y&R, NY, assoc copy dir 
Leo Burnett, Chi, vp & creative dir 
Compton, NY, sr prod of tv commercials 
Paramount Steel Co, Cleve, pres 



NEW AFFILIATION 



Same, also vp 
Same, also vp 
Same, also vp 

James Thomas Chirurg, Bost, acct mgr 
Same, bd chmn 

C. L. Miller, vp & dir of r-tv 
Roy S. Durstine, SF, mdsg mgr 
Same, Boston, vp and gen mgr 
Erwin, Wasey & Co, LA, sis prom stf 
Same, also vp 

McCann-Erickson, NY, mktg dept mgr 
Same, vp 

Ted Bates, NY, acct exec 

Campbell-Ewald, Det, bus mgr, r-tv dept & creative 
writer 

Grant, NY, vp, copy chief 
Same, also vp 
Same, vp 

Same, west coast rep 
McCann-Erickson, LA, acct exec 
John Mather Lupton Co, NY, asst acct exec 
Emil Mogul, NY, copy chief 
Same, vp 

Irwin Vladimir, NY, vp 

Necdham, Louis & Brorby, Chi vp and acct exec 
Same, v chmn of bd 

McCann-Erickson, NY, assoc creative dir 
Same, pres 

Tom Daislcy, Col, SC, acct exec 
Same, vp in chg ind adv 
Henderson, Greenville, SC, acet exec 
Phil Dean Assoc, NY, aeet exec 
Dubin & Feldman. Pittsburgh, acct exec 
Same, exec vp & gen creative dir 
Same, also vp 
Lennen & Newell, NY, vp 
Same, mgr of comml tv prod 
Bernard B. Schnitzcr, SF, exec stf 



4. Sponsor Personnel Changes 



NAME 

Henry C. Bainbridgc 
Arthur R. Cannon 
Spencer Brown III 
Edward ). DeGray 
C. G. Grace 
H. William Koch )r. 
Frederick H. Heintz 
Michael Hitzig 
Thomas Santacrocc 
Marion E. Stringer 
Frank T. Tucker 



FORMER AFFILIATION 

Wendell P. Colton 

Oliver B. Cannon & Sons, pres, Phila 
Borden Co, NY, adv dept 
CBS, St relations dir 

Colgate- Pal, Toronto, exec vp & gen mgr 

P. Ballantine & Sons, Newark, asst to vp 

Sylvania Elcc Prod, NY, Chi sis mrg 

Abbott Kimball, NY 

Biow Co, vp in chg of mdsg 

Sclehow & Righter, NY 

B. F. Goodrich, Akron, adv dir 



NEW AFFILIATION 



P. O. Moore, NY, adv & sis prom mgr 

Same-, also Valspar Corp, Adrmorc, Pa, bd chmn 

Same, adv mgr of chem div 

Vitapix, N^, dir of st relations 

Same, pres 

Same, gen mdsg mgr 

Same, midw rcgl sis mgr 

Innoccnti Corp, Lambretta Div. adv & pr mgr 
Ruppert Brewery. NY, vp & dir of sis 
Same, adv & sk prom mgr 
Same, asst to the pres 



5. Station Changes (reps, n( 

CKX-TV, Brandon, Manitoba, rep by All-Canada TV 
KBAK-TV and radio, Bakcrsficid, Cal, new nat'l rep Weed 
KENT. ShrevcDort, La, changes nat'l rep from Walker to John 
E. Pearson 

KOOL-TV, Phoncix, Ariz, becomes CBS affil 

KREM-TV, Spokane, becomes ABC affil 

KTAC, Tacoma, Wash, new nat'l rep Gill Peina 

KXLF-TV, Butte, Mont, becomes ABC affil 

WATE-TV, Knoxville, Tcnn, on max power of 100,000 watts 



affiliation, power increases) 

WEBB, Bait, now under construction 

WCLO, (ancsville. Wis, new nat'l rep, Everett-MeKinncy, NY 
WCRB. Bost, begins eve bdcstg 
WCAR, Cleve, renews affil with CBS 

WCEZ, Beloit, Wis new nat'l rep, Everett- McKinney, NY 
W)BF, Augusta, Ga, changes call letters to WBIA 
WSAU-TV, Wassau, Wis, becomes ABC affil 
WTVN-TV, Columbus, 0, becomes ABC affil 
WXEL-rv, Cleve, becomes CBS affil Mar 1 
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Buy 

and get Iowa's 
IVIETROPOUTAN AREAS, 

PLUS the 

Remainder of Iowa! 



FOOD SALES PERCENTAGES 



4.9% Cedar Rapids 

4.5% Tri-Cities • 

11.3% Oes Moines 

3.1% Dubuque • 

4.<% Sioux City 

4.4% Waterloo • 

32.3% TOTAL METRO. AREAS 

t7.7% REMAINDER OF STATE 
100.0% 



(1954 Consumer Mnrkcts Rgures) 



Iowa has six Metropolitan Areas which, all 
combined, do 52.8% of the State's Food Sales, 
as shown above. 

Quite a number of radio stations can give you 
high Hoopers etc., in ONE Metropolitan Area. 
WHO g/res you high coverage hi v'lrtHdlly 
ALL the State's Metro pol'i tan Areas, (A us prac- 
tically all the REMAINDER of Iowa, too! 



At 11 a. niv WHO gives you 
63,472 Actual Listening Homes 

for only $47.50 (13.4 LISTENING HOMES per PENNY!) 



According to the authoritative 1954 Iowa Radio- 
Television Audience Survey, 63,472 homes all over 
Iowa are actually tuned to WHO at 1 1 a.m., every aver- 
age weekday. Figuring time costs at our 1-minute, 
26-time rate, WHO gives you 13.4 actual lisieuiag 
homes, per penny! 

That's the result of ALL-STATE programming, ALL- 
STATH Public Service, ALL-STATE thinking, here at 
WHO. Ask Free & Peters for all details! 



FREE & PETERS, INC., National Representatives 




MINNESOTA 




I S.A.M. DAYTIME 

STATION 
AUDIENCE AREA 



fi[ AUDI 

IQIS^cafi, 

MISSOURI 



BUY AIL of lOWA- 
Plos "Iowa Plus"-with 




V V 
A 



J ;: L«i 




Dti MoTnt* . . . 50,000 WaHs 

Cot. B. j. Palmer, Pr«tdenl 
P. A.TA^fit, Re»ii1«nT Manager 
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MR ABRAMU 



One of the most penetrating analogies of the 
relative merits of radio and television that we've 
seen eame reeently from Mr. George Abrams, 
Viee President in eharge of advertising for the Bloek 
Drug Company. Mr. Abrams buys both network 
radio (Mutual only) and television. Me speaks from 
the ideal vantage point of a rising sales eurve. 

Radio, he says, is like a bamboo rake; television, 
a metal rake; they resemble caeh other but perform 
different tasks. For example, the elose-set tines of 
a bamboo rake pull in things that slip easily through 



the gap-toothed metal rake. Then, Mr. Abrams set 
down the advantages of Mutual's bamboo rake: 

"IV hen you reach an American jamih for 1 '20 
of a cent why not tell every advertiser in America 
ahoul it. Even a government posteard today eosts 
you 2c, but that's unaddressed and undistributed. 
Why, for that 2c alone, radio ean bring a message 
into 40 homes. But this low cost leads to another 
advantage— /■^'/;>^'//7/o/;. If my eommereial message 
is only eosting me 50'' -per- 1000 each day that it goes 
on the air, then five messages a week are eosting 



I 




|AKES IT IN 



do 



40 



bnly $2.50. How inexpensive can you get? 
V low can your advertising cost become?" 
yir. Abrams' analogy of the bamboo rake is 
:icularly apt for Mutual. Because Mutual's model 
even more teeth than the other network rakes 
'572 of them in the form of affiliated stations — 
est twice as many as any other network. They 
ep farther and finer than the other networks can, 
Actually, Mutual has many rakes; there's one 
fly balanced for the grip of every advertiser. 
I you for instance. Can we help you rake it in too? 




The PLUS rake 
reaches every 
corner of A merica 



MUTUAL 
Broadcasting 
System . . . 
1440 Broadway 
New York 18 





SELLING IN 
MONTREAL? 
That's our 
business. 




YOUR PRODUCT 
advertised on 
CFCF means more 
business for you! 




MONTREAL 

INli.S-WEED, 
IN CANADA-ALL CANADA 
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U ifliftiii G. ilfeiiiieii. Jr. 

V.p. in charge of sales and advertising 
The Mennen Co., Morristown, N. J. 

■'The first who u^cA our "^kin Rrarer j^rohahlv ^linked around 
looking gurlt\ and feeling like a ;-ips).'' Hill Mennen. Jr.. v.p. in 
cliarge of sales and ad\erti^ing, told sponsor. 

"If he did. then it wa.^ because of the lack of advertising. Toda) . 
niosl men use skin l)ra('ei s and other men s cosmetics because ad- 
vertising lias taught lliem that it's not uinnaiih and that the ladies 
like them to.'" 

In 19.54 -Vlemien used heaw earl\ -morning s])ot radio schedules 
on 100 to 125 radio station.- to tell men at shaving time about 
"Mennen's he-man inoma"" and other ap])eals of the Mennen men's 
line. Adds the announcer, "gals really go for it." 

■"Antl that's a pretty good reason for any man to bn\ something. 
Now. I don't like blu(> suits,'' said Bill Mennen. who wore a navy 
pin-stripe. "But nn wife likes them. So, 1 wear 'em . . . occasionally. " 

Bill Mennen, Jr., i> a third-generation Mennen in llie business. 
His grandfather, Gerhard Mennen. who founded the company in 
lo79. sold his first product, a corn killer, with personal advertising. 
He hired a wagon and a singer and went on tour. Between the 
singer's songs. Mennen lold his audience to go to their neighborhood 
druggist and ask for Mennen s Com Killer. 

Seventy-five years later. Bill Mennen completed the circle . . . 
almost. In 19.54, be began appearing in his own tv show: American 
Business Oullook, a live half-hour program (be firm sponsors occa- 
sioiiall\ as jjarl of a p.r. elTnrl. It features industrial and business 
leaders from ihe area where the 'show is telecast. Mennen acts as 
moderator during their discussions of ( urrent business problems. 

About Sf million of Mennen's S5 million over-all budget in 1954 
went into spot radio and Iv. Three agencies handle the Mennen 
account: KJkl". McCami-Frickson and Gre\. 

Mennen does a lot of traveling abroad: visits to tlie Italian Alps 
where there are the talc mines that furnish raw material for Mermen 
produ< ts: lo the I , S. y\rm\ bases in North yXfrica which .Meinien 
sup|)li(\s; to \ enc/uela. one of Metmeu's Latin American markets. 

"1 still like Inmie best, maiidy. I guess, because 1 hate being with- 
out mv famih." MeiuKMi adds. The fanuK consists of his wife, a 
14-year-old daughter and 11 -year-old son. Home's at Fanwood. 
N. J., except during sailing season (at the Cape"! or ice boating 
fal Lake Hopatcong). * ★ ★ 

SPONSOR 




Extra Program Versatility 
from NEW RCA TS-llA Switclier 



The TS-llA is a "nine-input" switcher designed to handle com- 
posite or non-composite video switching for color or monochrome. 
Two rows of push buttons feed a manual fader assembly; a third 
row feeds a preview channel. A program transfer switch is provided 
to interchange the preview and fader busses with the output busses 
so that the fader section can be used for preview ing fades, lap dis- 
solves and superimpositions. This makes it possible to use the fader 
channels for rehearsals while the preview channel handles the 
"on-air" signal. The fader assembly feeds a mi.xing circuit and 
three output amplifiers which are a part of the TS-llA, eliminating 
the need for installing elaborate distribution amplifier systems 
e.xternal to the switcher. The new switcher is free of microphonics 
and low frequency tilt and bounce, so that a stabilizing amplifier 
need not be added as part of the switching system. 

For further information about this exclusive RCA development get in touch 
v/ith your RCA Broadcast Sales Representative. In Canada, write RCA Victor 
Ltd., Montreal. 




The TS llA Switcher it tuppded with on RCA contole 
houlmg (MI-26266-B), o TM-6B moiler monitor ond 
power tuppdet to form o complete veriotile >y>tem. 




RCA PIONEERED AND DEVELOPED COMPATIBLE COLOR TELEVISION 

RADIO CORPORATION of AMERICA 

ENGINEERING PRODUCTS DIVISION CAMDEN, N.J. 




LOADED? 




"CAL" SALES is my name 

I'm loaded with sales in California 
.... if you use Channel 8, Salinas 
Monterey. This is a mighty big 
state, 800 miles long. We're 107 
miles from the nearest station. 
Affiliated with CBS, NBC, ABC 

and DuMont this market is 

a "natural" (7 cities) spendable 
income over 303 million dollars. 
ASK HOLLINGBERY. 



SAUNAS? 






hy joe Csida 

Showmen at work — radio mttl tv 

Week after nislicd week gooy hy and I find inw-clf di>- 
coiir>in<>- on llie Ickn ision hiisiness. wliit li 1 >nj)])()>c is natu- 
ral cnoiigli. Hut Fin u(;\ (Mlludes:- liappy \shen I rmi into '^ohh' 
of tlio (dectronic media's l;rigliler fellow^ ulio are >till ftiilu- 
inji the good fighl for radio. My ohl friend- Dick Pack, for 
exanij.)le (he's now national program director for llic \\\"sl- 
inghon.'-(! 15roa(h•a^li^g (]om|)any), was icdh'ng me ahout the 
enisa(h' lu^'s .stalled within his own organization, and I ho|)e 
it'll spread to other segnienls of tlu^ industry. Dick is urging 
a gn^iter eoncentration on the ])art of radio ])r()a(h'a>ters en 
dc\('h)piug creative programing and production talent. 

y\ud if yoii look ai'ouud anti keep your ears and eye- 
o|)en. you'll discover that a nund)er of other kno\Niug genls 
in the industry are in thert» -lugging for radio . . . and wlial'> 
|)o.^sihl\ more important, that tliev hnvc the materials with 
uliicli to slug. The mo.-t recent Hadio-Eleeti-onic>- Tv ATaiiii- 
facturtMv* Association i-eport. for example, ^how- that iu No- 
\eudier of 1931 1.098.725 radio -et- \\er(! sold, as again>t 
1.065.785 in the >auu' nu.)nth in 19.53. Du Alont. too. ha- 
just auuouiu'ed that for the first time in its nianii facluring 
history, it is going to produce radio sets. Adam Young, ucnn 
head of the Station Repre^enlatix e> A>sociatiou. iusi^ts that 
19.5.5 is the vcar in which '"radio will Ih^ r(d)oru." W'KCA'- 
Ham Shea tells me that local -ales for 1951 were up almost 
5()S o\'er 195.3. And the Radio Advf^lising Bureau is hook- 
ing the joint four lu'twork ])re-ciitation on radio aroinul to 
the other uuijor advertising agencies. 

It's nice, and oh. so easy to hecoiiu^ fa^cinated with lho>e 
lunlti-uiillion dollar station sales. tahMit deal.'^. et al which 
seem to pop e\ery otluu' day in television. I;ut it's ecpially 
nice — ^aud could he quite profilahle — foi' u- all to keep an 
alert e\e on old. de|)endal)le radio. Those million ])his ])eo- 
|)le who houglit -cts aren't phinuing to frv cg-s on 'eui. 

* * * 

One of the reasons t\ makes new> is hccausc it s still iu 
the we'lhtrv-any thing era. A fe\N day- hack .lackie Glc;ason 
anmiouuce*! a neu stunt uhich could coucei^"ahly re\ olutionize 
-(dling procedures on t\. Jacki(\ \Nho weigh- a jolK 26.5 
pounds, told Ai* re|)orter Jinnny Hacon in llolhwood that on 
an earl\ >hou he was going to ueigh himself in full \ieu ol 
hi- 10 or .50 million \ ieucr-. He is going to announce that 
(Plcdsn linn lo pii^e 601 
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WCBS'TV delivers more adults in the daytime^ 
32% more than all six other New York stations combined 

. . . and adults are your best customers. 




Sou'ce ■. ARB, November '54. 7 am to 6 pTi. Monday through Friday 




I 



iiy lUni Hodec ami Alfred J, Jaffe 

li»n Itoth't was t'orinL'rly coiK't'riicd witli talent 
btiyiiii; at .TUT. KA:K and AliC and \va>. v,p. 
in cliaret* o( rii'i i<»-t v t'tir (» pni'ral A rtists ("orp 





Tlioy play a iiioro cloiiiiiiaiit rolc^ in tv than ovoi* lioforc^ 

j\> 1955 gel> iiiuler wuv ciud llu> l)u\cr- ol lU'lwoik [\ begin niakiug plan? lor the 
upcoiniug >ea>()n. iheio i> a growing and inicouiforlahle feeling among llieni that lliev 
are being wbirled abont in a vortex of rising eo>ls that i> beyond ibeir eonlrol. The 
ad ageneie> are examining their slide ridj.-- and fuiding (•o>ts-per-l,0()0 leveling o(1 
and, in some eases, rising. Yet, the ballf)oning priees for >tar takmt. which ha\e 
already reached box-ear fignres. >h()w no ~ign oi being deflated. 

On the contrary, talent priees appear iieaded relentlessly toward l)hie->ky le\('l-. 
The Jackie Glea<on deal with Bnick -taggered the l)usine>>. and the new Ed Sulliv ni 
and Ralph E(lward> network paet> were like -alt in the wonnds. Word is going around 
that the asking price for Milton Herle and Bob Hope for next -ea-on i- abont 
$120,000 per -how. And that price i,- net. 

A> the ad agcncie> ask thein>elves what i> hap})ening and express the fear that the 
glamor and excitement bronght into t\ \ ia the -tar >\ -tem i- coming home to roo-t w ith 
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PART ONE 

OF A TWO-PART SERIES 



Heavy use of names /// nnd CBS 

spcrtaculors is i>l(i\inf; iii.'o hands oj talftil 
industry's two iioucriul iim-nts. sonic atlntcii jccl. 

Top. "Arsenic and Old Lace' from CHS' "Best 
of Hroadu ay" and \ liC spectacular ") cllou jack." 

Stats (iboic include I'ctcr Lorre, Helen 
Ihiycs, Boris Karloff, liillic Burke, Dennis 
(fKi'cfr, Dane Clark, Eia Marie Saint 
and Jackie Cooper 




Bigger slice for one star ajjects otiicis who slriic for 
same terms to maintain ptestige. Adtiieti fear Jackie Gleason 
pact with CBS atid liiiick will have this effect 

oti tianic lideo talent 



T 



V. 




Network competition, via illC's rise, may hid up talettt 
prici's tuorc, some fear, {hove, AlU.'s Roheri 
H eiiman. Tony Martiti 



a \ eiigeaiice. sonio of tlie more knowl- 
edgeable admen are taking stock and 
seeking significances. Some of the 
cause.- tliey cite for rising costs are 
familiar ones bnt in some agencv 
circles tliere are wIiIsikms of new vil- 
lains in the piete and their initiais 
are William Morris Agency and Music 
Corporation of Ameri<a, Occupation: 
talent ageiit>. 

While the word "agents" is again 
being used as an epithet and the finger 
pointing at W M and .MCA is unmis- 
takable not everybody agrees on the 
extent to which the pair is responsible 
for hiking network tv show costs. 

To put the role of talent agents in 
proper perspective as well as analyze 
the reasons for the < iirrent cost situa- 
tion. si'ONSOR is undertaking two arti- 
cles on the subject. 

fo pin down the facts (and opin- 
ions) about t\ costs. SI'ONSOR went to 
both l)U\ers mu\ sellers of talent. It 
found some st)ur<-es close-mouthed but 
others willing to talk if they were not 
([uoted. The latter were mostly found 
among the top air ad agencies. Here 
are die reasons gi\en for the current 
high <'(>st of living with tv performers: 

W ith the increasing influx of big 
names into tv , \VM and MCA have 
moved briskly and confidentlv into the 
\ide() talent markets and now clearly 
dominate the selling of both perform- 
ing an(] non-perforuiiug talent. Wliile 
both firms have long been powerful in 
the talcMit field and were important 
during radio s halcyon dnvs, their iii- 
fhiencc in tv i> gnvitcr than it ever 
was in the am m(>dium. 

Ibis great iiillucMice is confined to 
ntghltitiie tv. hut that'* where it counts. 
Since talent negotiation is often a 
beliiiid-tlie-sceiio business, and since 
W'M and MCA sonielimes represent 
loser agcMits in selling programs and 
performers, a clear-cut and accurate 
count of the shows iu which tliev have 
a finger is bard to <'()me b\. \c<-ord- 
ing to iiiforniatioii a\ailal)K' to si'ox- 
SOK. W M and M(]A together represent, 
contiol or book performing tulent on 
S.'! out of IH nighttime network tv 
shows <Mi AlU:. CHS. and M?C. One 
source said W.\l actualK i-oiitrols 52 
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network tv ])ackages on both nijihttinic 
and da\liiiie schedules. 

Ilieir real inflnenre can he tuore 
a('curatel\ gaugecL the agencies sa\, 
wlien the program list is confined to 
"name " shows. I'here are 57 shows on 
the al)o\e tliree networks which are 
gencraU) considered in thai category. 
Of these 57, \\ M and .MCA represent, 
control or hook the talent in 38 cases 
and in eight other shows, (he two firms 
are of prime importance in hooking 
talent. "Independent" stars are Bob 
Hope, Arthur Godfrey. Cvoucho ^h^rx 
(who has been hooked in mo\ies In 



-MCA), Hetl SkeltoM. Imoge.iie Coca, 
l'^\e Ardeii, l*err\ Conio, Robert 
^ oniig and Ronald Coleman. 

Fiitliermore. it is pt)inle(l ont, the 
influence of \\ M and MCA tends to lie 
self-perpetuating. They are a magnet 
for talent on the way up who are rep- 
res(Milc(l by smaller agents and who 
naturally gra\ilatc to the agent with 
the best connections. 

And if that isn't enough proof, it is 
added, the \\ M-MCA domination is 
nailed down b\ their stable of writers, 
producers and directors. W M is cred- 
ited with the largest group of writers 



in the talent re])refenlati()u l)U>inc?.>. 
Roth agents are thus able, ageiicv men 
say , to use their star jjerforming talent 
as a le\ er in packaging all the element> 
of a show. 

W bile nobody says that \\ M or 
.MC \ acluall) fon e the network;- or 
ad\ertisers to u;-e non-performing tal- 
ent as the price of getting a star, there 
was a recent case cited where an 
agency found itself shackled in choos- 
ing new writers for a show thai was 
going badl\ because \\M. which rep- 
resented the star, had e\clusi\e booking 
{ Please turn to page 1161 



: II Ill II i„. ii ■ , 

MCA and William Morris hold key to talerot prices on 38 
out of 57 marquee-name shows on nighttime network tv 



NIGHT 



ABC 



CBS 



AGENT 



NBC 



SUNDAY 



MONDAY 



Pantomime Quiz 



TUESDAY 



Dannv Thomas 



.>IC,V1 Jack Benny 

\nn Solliprn 
GE Theatre 
Ed Sullivan 
Robert Yoiin^ 

Perry ( !omo 
Burns & Allen 
I Love Lucy 

II'.TI Red Skellon 

Ronald Colman 



}IV/\ Max Liehnian Presents U'.TI 

Cf)medy Hour *\'/llt. 

illC'/l Lorelta ^oun-r U'>l 

>ICV1 Koheit (Cummin':- >ICV1 

ifi AC 

GAC Tony Martin >IC'/1 

lICA Sid Caesar WC/l 

.IIC/1 Producer^ Sluiwea-e ■■•\ AH. 

*VAn. Dinah Shore H .Tl 

tflllt. Alilton P.erle U'.TI 

Martha Raye 

Boh Hope 



WEDNESDAY 



THURSDAY 



Walt Disney 
Stu Erwin 



tllllt. Best of Broadway *V/1R. 
M'llI Godfrev & Friends tlllK. 



Jane Fronian 
Ray Milland 
Climax 

4-Star Playhouse 
Shower of Stars 



Mil 

^VAIt. 



Eddie Fisher 
Joan Davis 
My Little Mar<;ie 
Ralph Edwards 

Dinah Shore 
(>rouelio Marx 
Dragnet 
Ford Theatre 
Lux Theatre 



}ICA 
}iCA 

+I*Ilt. 

>IC/1 

*»'/llt. 

* \ Alt. 



FRIDAY 



Ozzie & Harriet 
Ray Bolper 



}ICA 

mi 



Perr> Conui 
Eve Arden 



fiAC 
iflfft. 



Eddie Fi-her 
Red Buttons 
William Beudi.x 
Peter Law ford 



}ICA 



SATURDAY 



Jackie Gleason 
Jiuie Havoc 



IIC/1 Mickey Rooney H .>! 

}ICA Imogene Coco t|>||{. 

Jimmy Durante \\ }l 

Donald O'Connor IVTI 

^',lx l.i-hnian Pre>enl> II .>! 

Georpe Goh(d ^tCA 



*MCA anrt WM pp.rticipnti; In booking stars on thes« shows. tDeal direct for their services with network. :Grneral Artists Corp. agents this sho'* for Screen Gems. 
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easonal selt i ti^ 
eetional sdling 
vpptemental selling 
arnpliiig and market lesfing 
afurdtion selling' 
'prea d ing aecepta nee 




l.S'.VK/lllllClll.s: New SRA presentation stresses spot radio's ability /^trf l'(llll(lf/<'.v: Educational" presentation by rep industry group 
to handle all six maior assignments (see above) admen may have sums up half-doien top advantages of spot radio on blackboard above 



Big lii push (or spot radio 



i\o\v presoiitaiioiis, croalive uses, salcvs ftlaiis are sparking' renewed 
eoiit'icleiiee aiiioii<>^ salesiiieii as (liey unveil lf)55 sales pitches 



t^piit radio >al<>iiH"ti liiue far mote 
< onftcleiicc ill iIk^ \ aluc of llieir air 
medium to(la\. and tlicii al)ilit\ to >c\\ 
il to Icadiiifr a(l\ cilisers dining 1913. 
lliaii tlif\ lia\c had for main months. 

I hi> "nphcal" fcehng wa- tlraiK 
("\ ident in ( onx ci satioiis sponsok had 
carlior this month with lacho icj) funis 
and spot in(histr \ gronps. I he grow- 
ing <-onfi(h'nc(' wasiit confined oiiK to 
the in(hislr\ leaders, either. Kxecu- 
li\e> of a wi(h' range of oiga rii/atioiis 
\oiced their faith in s|)ot radios im- 
portant role in I9.i5 ad campaigns. 

Included among rep firms snr\('\('d: 
\\ er\ -kiiodel. .John lllair. (^1?.^ Radio 
Spot ."^ales. Ilenr\ I. (^Iiristal. Donald 
(iooke. iidward l)e\iie\. l iecX I'eters. 
Ilea(lle\-I!ee(l. Il-K l!eps. Kat/ \geii- 
i\. MKl Spot .Sales, and Xdaiii \ onng. 
jr. Discussions were also held with 
(•\ecijti\o of the Uadio \d\ertisiiig 
Uiiieau. the Station l!("pre.'-entati\ 
\~~ociation. and Qnalit\ Radio (Jrouj). 

\\ ith >|)ot radio hn^ino^ o(T for the 
fii>t time for >onie la>l \ear. \on might 
ea-il\ feel that the e\ei\(la\ -ales ef- 
fort- and fnll-die-- -|)ol radio presen- 



tations \()u"ll see this \ear will lack 
|)UiK'li ami (lire<'tion. 

Rut \ou'(l he wrong. R) all indica- 
tions. lU.'i.'S will he the \ear of the "hig 
|3ush"" for spot radio. 

Se\eral factors lie hehind the hull- 
isli attitude of spot radio"- suj)j)orters 
and sales organizations. 

• 'llie\"ir armed with more facts 
than e\'er ahoul their medium. .Sales 
e\ccuti\es are more thoroiigliK briefed 
on the ad\antages and disad\ aiitages 
of competing air and print media. 

• Sjiot radio r(;ps ha\e dug down 
hard to find (lut more about iiiaiketing 
problem.- and aims of a(l\ eitisers. \s 
a result, rep- toda\ expect to tailor 
their 193.i (la\-to-da\ selling much 
more preciseK and creati\el\ to th(> 
needs of |)rospecti\e clients and tlie\ 
e\|)ect more business a- a result. 

• -Salesmen no longer niu>t do an 
educational, as well a- -elling. job 
when tlie\ call on main agencies and 

llllllllllllllllllllllllllllllllllllllllllllllll^^ 

Status report 




acKertisers. Tlie\ are being baek- 
>t()j)pe(l more and more b\ the bea\ \ 
artiller) of major industr) jjromotioiis. 
and l)\ the educational elTort- of some 
of the major rej) firms. 

To show \ ou what 19.5.1 spot radio 
.-ales elTorts look like in closeuj). spo.n- 
SOR herewith j)resent- highlights of 
se\ eral pitches bu\ers can exjiect to 
see in weeks to come. 

Tlie\ include two broad j)ie-eiita- 
tioiis from iii(lnstr\ grouj)s. The first. 
b\ the SRA. i- an up-to-date re\ iew 
of spot radio's \alues. The other, b\ 
the RAR. outlines spot radio's coin- 
petiti\e strength against |)riiit media. 

Two other presentations, from CRS 
Radio Sjiot Sales and Free & Peters, 
are also broadb educational in na- 
ture, but show how spe<-ific sjxit radio 
campaigns can produce -i/able audi- 
ences at low cost. 

Sl'()\S()l{ will also present, in round- 
up form, a |)re\iew of the 10.1.1 sales 
tactics of se\eral leading reps and 
sales organizations. ranging from 
hea\iei stres> on th(^ traditional \al- 
ue- and pricing of spot radio to innlti- 
niark(M program and aiinouiiceinent 
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ttisirihlliiou: Major point made in SRA pitch Is radio reaches 
virtually ICO'^f of U.S. population Indoors, outdoors, or on the job 




HrsI u^rni Y !!roiii> lo sec SR I slide iircsviitalioit 

l onsisted ol e.xcciilii cs of Scheidelfr, Ba h it // cniiT 
I'rcrieu ii /is held on 24 \ oi ember. I., lo r. : Jose/ih 
Si lieideler, SHU presid'-nl: In M( (,oy, /Si ery-Knodel : 
He/; Hollinson, Sl{/1 : I era llreniuin. SHlf radw-tv direetor. 
I'aiil IT enter, e.xc( iilii e r.p. ol SBl[ ad opeiu y 



|)laiii? tlesigiied for major rlients. 

A good siiinmar) of 1955-s;t\le s-pot 
radio salesmanshij) was made to si'ON- 
.soK 1)\ Adam J. Young. Jr. j)rpsident 
of the SRA and himself a veteran ra- 
dio and tv station representative. 
^ oung stated : 

"We've gone through a e)cde of 
changing eonditions and changing re- 
quirements in spot radio. Now. in 
1955. )ou'll see creative selling that 
steins from sound, salable j)rogram 
.structures. In short, the industrv ■vvill 



sell spot radio on the basis of what 
it does best reaching more j)eople 
per dollar than any other medium.'" 

T7it' SItA: The Station Rejjrcsenta- 
tives Association has developed, and 
has alread) started to use. a new 
educational slide presentation titled 
"What's Ahead In Spot Radio?" It 
was previewed late in November for 
executives of Scheideler, Beck & \^ er- 
ner ad agenc), and will he shown dur- 
ing 1955 to admen and agencies at an 



average rate of twice a week. 

For its ( urtain-raiser. this jjresen- 
tation uses a 20-minute tape recording 
of some of the best and latest of to- 
day's crop of spot radio jingles. These 
include air jingles of Hunt s Tcnnato 
Sauce. Halo. Ford. Che\rolet. Coca- 
Cola. ALL. Rinso and Coebel s Heer. 
The idea, as Tom Flanagan. SRA 
managing (lire<:tor. describes it is "to 
let admen hear the kind of s|)ot radio 
selling devices that have moved bil- 
{ Please litrn lo page 94 I 



Three 1955 spot radio pitches from reps are highlighted below. L. to 
r.: CBS Spot Radio Sales, which stresses spot radio audience growth; 
Avery-Knodel, which piomotes new rate structure (linked to share of 
Pulse-measured audience) of KXYZ, Houston; Weed, which is using a 



station-prepared presentation from WCOP, Boston, which shows homes 
reached per dollar in radio, tv and newspapers. Most 1955 rep pitches 
will be tailored to needs and advertising policies of individual air 
advertisers, will be bacltstopped by industry selling of SRA and RAB 



BS Rpdio Spot Sales' stations... 
S, New York and KNX, Los Angeles 
programming is reaching lorger 
8nces today than ever before. 

,GE HOMES REACHED BY lOCAl PBOGPAMMING 



'/lA49B 63 J 




WCBS 
New YofU 



KNX 
Los Angf^te^ 



970 



166.650 



■ 300. S60 



+ 71 0% 
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"REALISTIC PRICING METHOD" - KXYZ - HOUSTON 



Based on KXYZ's average share of audience, and not related 
to total homes using radio at any given time. 



Cost - Minute Announcement 
% Homes Using Radio 



^|7.25J 





to read, the CREAM MARKET 
of New EngUnd, the - 
30-nile Boston area.. 
$625 WEEKLY BUYS 1 OF THESE 




-I" 



5^ 



9 10 u Noon 1 



■ n il I r| , h.^ , fr Mt 



91 10 



u Mid 



STAR SHINES THE SPONSORS SHOES: Peter Donald 
wields cloth as S. M. Abrams, Esquire president, grins at stunt 
staged during dealer meeting. Esquire puts high value on mer 
chandising its advertising to dealers through appearances as 
well as brochures showing what ad program consists of 




*\ ^ with 

ESQUIR 

BOOT P O 




Wlif Espii'o hits 'em liaril 
oil I V . . . Iiul nol too often 

Sluio |i4»li.sli I'iriii sooks !<» lUiikc llio siilii'4»iisc'i4»iis will re(:iiii 

:iii4l .sprcsifl \i !<» wific aiKlioiicos. IIocmiis rc|iolilEOii (<» siiiiie aiidioiice 
wfislel'iil l'4»r iiii|iiilso iloiii lli:il is iiiirc'liasc^l iiifrecgiiCMii ly 
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an you sell a 1o\v-c(jsI impulse item 
without advertising frequency? 

Put this question lo most admen and 
you'd get a quirk "no" for an answer. 
Hut th(^ Knonuirk Manufacturing Co. 
of Brooklyn, producers of the Es(juire 
line of shoe polishes, base their televi- 
sion api^roach today on the concept 
that it'.s better to hit more jjeople less 
often than to reach a single audience 
with drum-fire repetition. 

It's for this reason, as well as the 
inevitable problem of cost, that l'>s- 
quire is an alternate-week network tel- 
evision client on a program which 
the conq)an) belie\es provides it with 
a rotating audience. Esfpiire spon'^ors 
the ABC TV panel show Masquerade 
Party, confident thai it tends to at- 
tract a changing group of people. 

Knomark has been acti\e on the air 
for a decade, ever since the then-small 
firm launched the I'xjuire brand as 
tlie fir.st heavily-advertised 25c shoe 
polish in its industry. Spot radio in- 
itially and network television since 
1950 have helped to build Knomark lo 
the point where it does about 25'7 
of the dollar volume of the shoe pol- 
ish business (by its own estimate). 
The conqjau) believes that in the 2.5c 
line it has over SO'T? of the market. 

The company's history since it 
turned lo radio and tv has been one 
of steady advance. It has been right 
more often than wrong. But how does 
it Justify today's reliance on hard-hit- 
ting messages rather than fre(}uency? 

Shoe polish, the company answers, 
is an inq)ulse item, true. But it is one 
bought infrequently, not like soap or 
toothpaste. It is seldom put on the 
shopping list, is picked up most often 
as an afterthought. This sinq)le ob- 
servation has a nund)er of very serious 
consequences for tv. 

In the first place, it becomes un- 
nc<;essary. even wasteful, to bombard 
the consumer with a tremendous num- 
ber of reminder-type announcements 
on a daily basis. Instead — and this is 
the basic \nm\{ the ad\erlising nmst 
be <'onceived in terms of its ability to 
deliver « lasting impression, to make a 
dent in the subconscious which can 
pay oil ultimately at the point-of-sale. 

This is one of the major reasons 
why Knomark prefers show sponsor- 



Thri't' thinys l'J.vi/nir«' f<>«riii'ff about tvlevisiou 



1 



2 



3 



Ad continuity is needed even with seasonal sales pattern. 
Till 1951, firm went in for three-month fall and spring air 
campaigns, but has since adopted the ycar-'round approach. 



Audience will not believe that shiny shoe it sees toward end 
of show is same as the one polished at the beginning and al- 
lowed to dry. It's better to use shoe prepared in advance. 



It does not matter whether client likes the commercial. Kno- 
mark execs never preview commercials, prefer to see them in 
their own living rooms as if they wer£ shoe polish customers. 



ship to announcement campaigns. As 
sales and ad manager Mel iJirbaum 
puts it; "it takes time to do a selling 
job." The short announcement period 
is sinq)ly inadequate for ibis job. 

For the same reason, the show that 
has a fiercel) loyal audience would 
not inevitabl) mean more in sales ef- 
fectiveness for Knomark. What is im- 
portant is that the show reach its au- 
dience several times during a season. 

(Knomark sponsored Godfrey in 
19.5.3. uou feels llial while Godfrej 
proved a great salesman il had just 
about saturated his lo)al audience by 
the time its sponsorship of his morn- 
ing show had run its course.) 

Knomark hopes Masquerade Party 
will provide a varying audience at 
low cost. The 846,000 lime-and-talent 
package is attractive and study of sim- 
ilar programs suggests to Knomark 
that the panel show generally has a 
considerable j)r()p()rlion of new or oc- 



casional \ieuers each week. 

Kiioniaik"s iesear<h will tell it how 
well it has gues-ed. In the meantime, 
ihe conq)an\ is sure that it would 
rather reach fifl\ million people with 
lluee powerful sales pilches during a 
reason than fi\e million with 10 
pilches. 

The 20.4 ^sielsen rating for l)(x-em- 
her is thus considered fjuite satisfac- 
t(>r\ . And if the pace can be main- 
tained in the fa<-e of tough <-onipeli- 
lion from The krajt Television Thea- 
ter l\BC T\ ) and Strike It Rich 
(CBS T\ ), KiKunark will doubtless 
feel content with the cnnndalive co\ - 
erage the show is producing. 

So inqjortant does Knomark regard 
impact that it will sacrifice <-irculation 
lo attain il if necessary. This is why 
its ad budget allocates 50' , to tv. leav- 
ing 30' ( for magazines and Sunday 
fiipplemenis and the rest for trade and 
i Please turn to page 102) 



Knomark tv vehicle is "Masquerade Party" on 85 ABC stations, Wed. 9:00-9:30 p.m. 
Panel tries to guess the identity of the "masqueraders." M.C. is Peter Donald, standing 



case history 
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I 

Reconunended Practices for Advertising Age 

Rates. The agency is bound to seek for its client the lowest rate available for any class of 
advertising. 

(note: The A.A.A.A. Standard Forms of Contraas for Spot Radio and Spot Telecasting provide 
that the rate quoted is the lowest rate charged anyone for like services, and that "there shall be 
no secret rates, rebates, or agreements affecting rates.") 

Agency people, therefore, should encourage broadcasters to publish any special rates that may be 
quoted, as soon as they are made available to anyone. 

M.eTchci1ldtSl7lg CoOpei CtttOfl. The advertising agency may accept whatever merchandis- 
mg cooperation a broadcaster regularly makes available. 

However, agency people should not demand or encourage free services that are not a proper func- 
tion of broadcasters, or are in excess of what is generally regarded by broadcasters as proper. 

Publicity, (a) Decisions as to whether publicity items should be broadcast are properly 
in the province of the broadcaster, and under the law he is solely responsible. 

Agency people should not attempt to influence a broadcaster's editorial judgment on publicity 
items by promises of advertising or other pressure tactics. 

News, editorial and other publicity items should be sent separately and should never be in- 
cluded with advertising orders. 

(b) Agency people should not expect broadcasters to use publicity which has no clearly rec- 
ognizable news, educational, or editorial value. 

On the other hand, submission of a news item by an advertising agency should not prevent 
its being broadcast if it does have real news, educational, or other editorial value. 

(c) Agency people should not seek to get broadcasters to accept as free "public service" program 



lil's kkes stand against rai 

ICoeoiiiiiioiiflalioiis |iiililisliefl llil.s week arc eft'orl io cncoiir.i^'e lii^ii liiisiiK 



jf'^ 1)1 tlu' fir>-1 lirfi('. tile Xinciiraii Ai-sdciiil ion of AdNcrli;^- 
iiif: A;reru:i('s lliis week jioe,?- on record witli |)iililic [(Hdiiit 
iiiciulnl ion^ \n £i<;<-ncirs af^aiiist : 

1. S|)C< ial rate deals witli radio and l\ slalitnis. 

2. Demands from afioncies for Tnorcliandising cooiifMa- 
lion liial ari> "not a i)ro|)t'r function of hroadca-lci >. 

\ll<Mn|>l> lo inducme [irtiadcastcrs iji lltoir use of 
pidili" ii\ itcnis ii\ |)romis('s of a<l\ crl l^infr. 

1 lie 1- rcconnncndalions. '*lio\\n in full on tlioc 

|)a<z<-^. \\ill in ('ITc< I ;:i\(' limi'liu\ers and oilier agency 
l)roadca>l execilliv<'s a "hihle" to <-ile wlien asked It) 
|ir('^-ni-e --laliore- 1)\ < lienis or others. 

Ardrli' ii<».v( IsHttt' trill j/ir** iritf ii.vl I'l/ 

42 , ^ . -r— 



1 lionfih carefnli\ jilira-ed after lonj: (onunittee and legal 
siflinj;. tlie document is a firm eflorl 1)\ llie 1 A's to eir- 
< oiira<;o lii'.di liusines:^ standards, t A slatenient ou i.ela- 
tions liclwecii afiencies and newspapers had Ixm^u pulilislied 
as far l>ii< k as l')37. was last updated in lO.iO. I 

■■\\ e liayen't lini(>d the re< omiiUMKlalioiis for lliis nioulb 
uilh the feeling lhei(> was a sp<'< ific fire to he pul out."' 
said a J /V s ollici.d. noliii'; lhal,|tlie\ liad lieen long in 
preparation. The ri^-ommendations were drafted 1)\ the 
1 A s committee on l)road<ast media, chaired 1>\ l?l?l)()*s 
Frank l^ih email : tlie\ were approycd 1)\ Ihe t \*«. hoard 
yf director. >- wn 2l) ()<ttil)er last \ear. • 

i*<*<i<*f iwiiA lit I A's r<'<-(»iiiiii<'ii<f<i<i<»ii.\' 
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lople ill their Relations xvith Broadcasters 



material, publicity that is clearly commercial. 

If the program material mentions products or services by name, most broadcasters regard it as 
commercial and require that it be placed at regular time rates. 

PvO^aiflS and CotniTWI Cials, xhe effectiveness of broadcasting as an advertising 
medium may be impaired by any program or commercial which arouses resentment in any 
appreciable portion of the public. 

Commercials which are over-long, over-repetitious, in poor taste, or which interrupt programs 
at inappropriate times, are likely to cause criticism. 

Programs which are deemed by any considerable segment of the public to be in bad taste, to 
be over-commercialized, or to exert any undesirable influence, especially on children, impair the 
effectiveness of broadcast advertising and endanger the editorial freedom of broadcasting. 

To avert criticism and to help keep broadcasting welcome in American homes, agency people 
should observe the spirit and letter of the A. A. A. A. Copy Code (see box below) and the radio 
and television codes of the National Association of Radio and Television Broadcasters. 

Operating in the Public Interest. Agency people can be helpful in their relations 
with broadcasters by recognizing the paramount importance of the public interest aspects of 
programing. 

The public's interest should be as much a concern of the advertising agency as it is of the broad- 
caster, not only because it is one of the service opportunities for which broadcasters are 
licensed, but also because it is the key to audience loyalty. 

Nothing should be initiated or proposed which in any way fails to show consideration for the 
public interest. copyright 1954, American association of advertising agencies, inc. 



[^als, merchandising mmm 

ticlai'cls and give tiiiioliuyer :i ^"liilile'' io cito when lie*s nskoci io prcs.siirc .stations 



ADVERTISING COPY (Section 1 of the Standards of Practice of the American Association of Advertising Agencies) 



The advertising agency should not recommend, and 
should discourage any advertiser from using, any 
advertising of an untruthful, indecent or otherwise 
objectionable charaaer, as exemplified by the fol: 
lowing copy praaices disapproved in a code jointly 
adopted by the American Association of Advertising 
Agencies and the Association of National Advertisers, 
and also by the Advertising Federation of America; 

A. False statements or misleading exaggerations, 
a. Indirect misrepresentation of a product, or .service, 
through distortion of details, or of their true perspec- 



tive, either editorially or pictoriallyi 

C. Statements ot suggestions offensive to public decency. 

D. Statements which tend to undermine an industry by 
attributing to its products, generally, faults and weak- 
nesses true only of a few. 

B. Price claims that arc misleading. ' ^ 

F. Pseudoscientific advertising, including' claims insuffi- 
ciently supported by accepted authority, or that distort 
the true meaning or practicable application of a state- 
ment made by professional or scientific authority. 

C. Testimonials which do not reflect the real choice of a 
competent witness. 
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kkm pose lop radio-li 



I 6. How can spot radio be made 
more exciting to an advertiser's 
I sales force and dealers? 



I I 



I I 



I ^ 1 

Dr. Seymour Banks 
Media manager, Leo Burnett Co., Chicago 

1 Ills lias long heen a problem for spot ra- 
dio adineii: the most usual eomplaint: 
■'There's nothing \isual to show dealers, 
and no one single program to halUhoo.' 
(See "Spot radio is bigger than you 
think,"" SPONSOR 9 August '54.) 

But many rlients Jo get around these 
ubstacles and deri\e strong merehandising 
benefits from their spot radio campaigns. 
Here are three basie approat hes. 

1. Merchandise the iiiessap,e: Spot radio 
connnereials with strong production values 
can be mcrehandised with all the sliowman- 
shi|) associated with the trade promotion of 
color spreads. Disks can be played as the 
"theme"' of dealer meetings. Copies can be 
sent along with ajipropriate literature to 
key dealers, with the suggestion they be 
phned at home "to give you an idea of the 
advertising support in your area." 

2. Promote ])roduction: Jingles often 
lend themselves to pnblieily campaigns and 
special j)romotions. \ Phil Davis jingle 
for PalstalT Beer was parlayed into a full- 
length record for juke boxes because of its 
catchy rli) thms. Singer Peggy King is now 
a well-publieized Columbia Records star 
because of her bouncy spot commercials for 
Hunt's Tomato Sauce. When you use name 
talent, as in the Halo e.t. s fa whole Hit 
Parade of popular singers sang them) and 
the Ford parody of Tliis Ole House with 
lvosemar\ Cloonev. Inleiit conld he used to 
])erform the jingle live at maj(ir <'onven- 
tions. jingles can be plugged on t\ , too. 
Mercury had Patti Page and Uise Stevens 
perform a cal) pso jingle on Toast oj the 
Toivn, thus building interest in wlial was 
mainly a spot radio eomiiiercial. 

?>. MercJiandise the concept: Salcsnieti 
and dealers arc seldom given an entluisi- 
aslic fill-in on the details of big sjiot radio 
campaigns. \ presentation, uhich sales- 
men can can ) in dealer calls, can < ite them. 
Main idea; make dealers realize the sheer 
\ olumc and sc(]])e of spot radio. ♦ ♦ * 



f . Will the television net wor/c 
spectaculars be continued In the 



coming season; 



I ^ 1 

Dr. Wallace H. Wulfeck 
Chairman, executive com., William Esty Co. 

"The future of the ypeetacular is unlim- 
ited," ^a\ s XBC's Pat W eaver. ". . . The 
s])ectaculars have just begun their exhilar- 
ating influence on the television ])rogram 
scbetlule. ' 

W eaver makes his statement five months 
after the first spectacular hit the air. At 
ABC, they are 90-minute extravaganzas, 
frequentl) nmsieal eomedy shows, always 
starring big Hollywood names. They re 
tele<"ast e\ery fourth Monday, Saturday and 
Sun(la\. CBS also has high-eost star- 
studded \ehieles scheduled on a onee-month- 
ly basis: Best oj Broadway every fourth 
Wednesday: Shotrer oj Stars, every fourth 
T hursday. CBS does not call its 60-niinute 
shows "spectacular., " how ever. 

While no CBS '\ \ executive ventured an 
official pronuneiameiito. eonuuents at the 
network don't indieate a long life for the 
onee-monthly hour shows. Both Best oj 
Broad iray and Shower oj Stars sj)onsors, 
Chr) sler and W estinghouse, had specific 
reasons for wanting to "create exeitemeiit" 
during the 1954-55 season. There's no 
guarantee that the same form of exeite- 
ment-making programing will be used in 
fall 195.5, 

If s])eetaculars remain an integral part 
of M?C T\''s programing in fall 1955. 
they could emerge as one-hour rather than 
9()-minute shows. 

The rating stor\ to dale seems lo indi- 
cate that these $200,000 to $320,000 NBC 
\ehicles can gather momentum. Nielsen's 
six-minute ratings f<M" the first two ABC 
shows were 3<).7 and 39.1 respectively . The 
lalc-Ao\ end)er and earl\ -Decend)er s])e<'- 
taenlars, Best Fool Fornurd and Spotlight, 
raked up a 1-1.4 and 13.3 respectively. 

On CHS rV. Best oj Broadway has had 
\i<'lseus ranging from 33.6 for the 15 Sop- 
temb(M" show to 29.5 for Panama llaltie on 
10 November. Shower oj Stars began -with 
a 35.7 on 30 September, had a 29.5 on 1»3 
\()\endier. * * * 
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liv :ifliiicii. aiisworiMl liv SPOASOIl. 
Firsi fivo ciiiivsiioiis r;iii hisl issiio 



.1, r 



I 1 

I 10. What one- and two-station | 

markets of importance will get 
I additional tv stations in 7955? | 

, _ _ _ J 

Adolph Toigo 
President, Lennen & Newell 



8. 



Will there be any drastic 
changes in network radio opera- 
tions in 1955? 



9. Will network television cut- 
ins be used more frequently by 
advertisers in 1955? 



L 



v 



Lee Mack Marshall 
Advertising manager. Continental Baking Co. 



V" 



Donald Cady 
V.p. charge of general adv., The Nestle Co. 



"i\o.' sil) top network radio exerutivcs. 
Network racHo in l97->r> will tend to con- 
tinue the program patterns that were intro- 
(hirod during tiie past two )ears*. but the 
basic structure of the radio networks is not 
likeh to undergo an\ major changes dur- 
ing this year. 

'■rhe aim of today's network radio ad- 
vertisers contiiuies to he for large runuthi- 
tive audiences," says the head of one radio 
network, ' 'rhat's why the trend away from 
s{)onsoring a weekly show toward hu\ ing 
of frecjuent smaller segments will probably 
continue in 19.5.5." 

De.spite constant reappraisals of pro- 
graming structures by the networks, net- 
work radio billings during the first II 
months of 1954 (even on the gross "basis" 
used by PIB) were 13.6% lower than dur- 
ing the comparable period in 19.53. 

Network executives point out that the 
loss in billings reflects different radio buy- 
ing philosophies, rather than a loss in num- 
ber of clients. In other words, generally, 
the four networks have move clients than 
ever, bu\ing smaller units of time than 
previously. MHS, for example, showed an 
11.29c decrease in billings in the 11 -month 
period of 1954 compared with the 11- 
inonth period of 19.53, but the network had 
12% more sponsors numerically than be- 
fore. 

A top MBS executive feels that the time 
is in sight when networks will have essen- 
tiall) two things to sell: (1) insertions of 
minute aimouiu-enients into existing pro- 
grams through spot carrier plans that the 
networks already have — a sort of a "run- 
of-the-network" system of rotating an- 
nouncements during (la\time and night- 
time. ( 2) "A custom line" of programing, 
that is, progrann"ng directed at specific seg- 
ments in the mass audience. There'll be a 
qualitati\e pinpointing of the audience. 
MBS expects to introduce some of its 
I Please turn to page 109 ) 



\ nund)er of established l\ advertisers dis- 
covered network t\ cut-ins in 1954. It is 
likely that many more network advertisers 
will use local and regional-cut-ins in 19.55 
as more new markets are added to the 
basic- network lineup. 

Cut-ins are expensi\e and stations gen- 
erally dislike them because of the extra 
crew work involved. Networks dislike the 
servicing that's involved. But ad\ertisers 
have found cut-ins very valuable for three 
purposes: (1) to introduce new products 
with limited distribution: (2) to localize 
sales messages over a network show; (3) 
to give dealer tags. 

1 he cost of local tv cut-ins usually varies 
between lY^'/c and 10% of the station's 
average hourly nighttime rate. However, 
there's even greater variation than that. 
For example, if a station has its full crew 
and facilities available at the time when the 
local <:ut-in is scheduled, then the rate is 
likely to be relatively moderate. Suppose, 
however, that the cut-in falls sometime in 
the middle of a block of network program- 
ing, during which the station maintains 
only a skeleton stafT in that instance, the 
charge is likely to be pretty stiff. 

Costs have varied from as little as $11 to 
as much as $600 for a minute or less cut-in. 
[Please turn to page 111) 



SI'OASOR askcfl adman Toigo what he con- 
sidered a "market of importance." The 
answer: "One- and two-station markets in 
the top 50, according to Sales Management 
population figures." 

The answer was sought from a varietv 
of sources: station relations executives of 
the leading Iv webs, t\ station reps, agency 
researchers and standard research works, 
like Cctdel s Factbook. This is the essence 
of what SPONSOR learned: 

1. As the \ear begins, tv has grown to 
the point where it is available to 90% of 
the population. Ml but four of the na- 
tion's 233 leading market areas are within 
the efTeetive range of over 400 tv outlets, 
according to SSCB's Media Research Direc- 
tor. Dick Dunne. 

2. But tv station distribution >tili isn't 
what most leading t\ advertisers would 
like it to be. In the top .50 markets, five 
still bad only one acti\e t\ chatmel as 
si'oxsoR went to press, and 1-1 markets had 
only two active stations. 

3. In onl\ a few of these markets such 
as Providence and Tampa — is there any 
certaintv of more tv stations taking to the 
air during 1955. A few " top 50" such as 
Worcester, Mass. have only a maximum 
of two channels assigned by the FCC, usu- 

{Flease (urn to page 112) 



Are spot tv rate increases entirely i«stified by additional viewers 

or aie. rhcy, in port, based Ort tKe list of advertisers who seek spot 

D voifabijities? Letter Kriigmiin, ndvertising manager, Bulova Watch Co. 

Wliot's ttio otitlook for syndkated film in 1955? George T. LaBoda 
radio and tv director, Colgsre-Palni olive Co. 

[j there any chance thot tv nefwoik advertisers will be able to add 
netWb'k radio in nan-rv markets otily so as to get 100% U.S. coverage 
wilh one network buy? DrtOflJd W, Siew&rt, advertising manager, The Texas Co. 

Ale riling costs freezing avt the smBlf- and medium-sized advertiser 
frsnt H, H, iTtirtiin, director d1 advertising. Singer Sewing Machine Co. 

Dd rddio coninier<:lalt today have the same impact as before t^? 

Saroufd Winokiir, vice president, Seeman Bros. 





Arthur BrJlairr. author of the sf^rirs of 
three artieJes starting this issue, is v. p. 
in eharge of radio and tr eonunercial copy 
at BBDO. Tv eonirnereiaJ co})y, he jeeh, 
has fallen into a tired, hackneyed pat- 
tern that no longer eorn mauds listening. 
To pep it up — with a possibility of pep- 
ping sales, too — eojyyuriters must rerital- 
ize their approach, search for fresh words 



jt I ha|)|)('ii> all often in a(l\ er- 

li*iii<i. riir llig u ritcr laNS an 

('\|)erien( e(l liaiid on the licad of the 
«'ager rul>. "Listen. ' t;a\s tlir 

Big (].. "W'lial count- in this Business 
is the Canipai'in Idea. Hmic Think- 
ing. Any (lainii fool ran fill in the 
\Nords." 

I'art of the statement cannot he tle- 
nied. 15ut if lie's referring to televi- 
sion, the otlier part should he revised 
as follows: '"l/istPJi. son. Too mail) 
daiim fools are filling in the words. 

."^ure good ad\ertising will al\\n\> 
rccjiiire -ound hasi<' thinking and 
shrewd strateg\ on the part of the 
< opN u riter. Yet the r-uccessful advent 
of the siglit-and-sound medium makes 
il painfull) evident that the copywrit- 
ci who takes his "words"* lightly and 
lets down, once he lias estahlislied the 
l)asic selling plan, is all hut atlmitting 
I hat the viewer w on't pay much at- 
lentioii to his conimen ial an)'wa\. In 
lele\ i<ion a good campaign itlea i:aii 
die fa-t if tli(^ co|)\ writer persists in 
l)eing "wordda/y." 



I'erhap- through this first jiliase of 
television's phenomenal growth the 
cop) writer has heen too impressed 
with the power of the pi< ture to give 
llie s|)okeii word its due. Perha|)S oiiU 
now is he disco\"ering that this same 
medium which eats entertaiiiiiient ma- 
terial ali\e and re(]uires almost un- 
helievahle stocks of replenishment con- 
sumes eonunercial <'o|)) at an e(]ual 
rate. If a talented perfoiiner must 
constanth change his material to sur- 
\ i\e the cold, penetrating staics of the 
\ ast millions, how then can the copN - 
writer ex|)e<t to coinince tliis same 
audience that his produc't is "amaz- 
ing " onl) j-econds after other |)r()diicts 
ha\e used the same word in descrih- 
iiig tlieniscKes? CertaiiiK for this one 



rea!-on alone, the copywriter should 
search for new words, including new 
adje<'ti\es and \erbs. each time he 
c-oni|)Oses a commercial message. 
(Otlier media \\er<> ne\ er this unjust. I 
Cle\er animation and jingles saNe him 
teniporarih -make a hero of him fre- 
<|ueiitly — hut advertising cannot live 
on these alone. 

jNow let's consider words in ad\er- 
tising from a second \iewpoint. Let's 
comjiare the w ords in a tele\ isioii com- 
mercial with the words in a printed 
ad\ ertisenient. 

The print writer get> the Great Idea. 
He expresses himself first with head- 
line, illustration and layout and there 
indeed is the heart of his ad. If bis 
pritle extends l>ey()nd that, he respects 
also the text-cop) to he filled in later. 
This is an understaiidahle order of 
work since an advertisement alwaNS 
must command attention before it can 
expe<-t readership. And. if he is un- 
luck) enough not to get said reader- 
ship, the copywriter usualK has left 
a selling impression h\ counting on 
the stopping jiower of the large jirint 
and the illustration. 

Most tele\isioii commercials, too 
(>|)eciall\ the spot \ariet) — must bid 
for attention. Sometimes — notablv in 
the cases of the lO-second l.l).. and 
c\cn tile 2()-secoiid cliainhreak — the 
tele\i>i()n <o|)y. too. must work fa<t 



c o i>i I iV r; 

7 Fl'ltt.: i\vv Iv «*oiiiiii«'r«*i«il.v fu'lftnif |ii«**iir«'-l«i;i/? 
21 Vl-llt.'. \rv *!" com iiK'i'cuif.v ffvtltutf f(if(>iif-f<i:i/'.' 
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and leave the basic theme thought with 
the viewer. 

lJut here the similarity ends. Con- 
sider the commercial of 60 seconds or 
more, where the copywriter has time 
to do some convincing. In this longer 
copy (the great hulk of commercials 
turned out today) leading in with the 
hasic theme line is sometimes wise 
and sometimes not. At any rate, at 
the beginning, or near the beginning, 
the writer must command attention 
with words other than a slogan. He 
must interest his audience with frifend- 
ly, credible words. What he is ac- 
tually doing is relying on his text- 
\s'ords — not his basic theme line — to 
call for attention. Here is where he 
dare not underrate his task. Even 
\s'ith sound visual material to aid him. 
what he writes will be heard, and he 
cannot expect to sell anything when 
he borrows from a vocabulary which 
television's very character rendered 
trite and obsolete as long as two or 
three years ago. 

Let me emphasize: the basic theme 
line is no less important in tv than it 
is in print. Television puts it on the 
spot to live or die by the words (and 
pictures) that surround it. 

Obviously, it takes the proper mix- 
ture of words, or lack of them, to at- 
tain full value from the pictures in 
television commercials. Too many 
words, loo few words or just the wrong 
words can subtract much from the ef- 
fectiveness of the sales story. 

One of the first sound principles of 
tv commercial writing is to make the 
words relevant to the pictures. Every 
tv copywriter knows it is wrong to 
show one thing and say another. But 
isn't it surprising how many writers 
ignore the principle? Whenever I'm 
guilty, it's usually because I'm trying 
to say too much. I have to put the 
extra words somewhere and they can 
never seem to find a scene that fits 
them. Getting the whole story in a 
minute may look nice on paper but 
it looks and sounds like nothing when 
if comes out on the television screen. 
Too many words. Too many thoughts. 
Like the Big C. says, "It ain't good 
advertising." 

Conversely, saying too little (in 
words) can result in leaving the view- 
er confused with inadequate explana- 
tion of the sales story. Ironically it's 
too bad more commercials which say 
too much don't instead say too little, 
{Please turn to page 78) 



Don^t mnhe il$ese snisiuhes, sutfs Art BvUtiive 



Relying on mere slogans 

In I.D.'s and cliainbreaks, tr 
copy must uork fast to leave 
hasic theme thought uith viewer. 
Hut tv copy must use more 
than slogans, especially in 
OO-second commercials 



here, Charley. . • 
you can use some 
of mine j 




Putting 'idea' above 'words' 

AH too often, this is what 
the Dig Copyuriter tells the 
eager cub, saying, "ffhai 
counts in this business is 
the Campaign Idea" Result: 
hackneyed, mediocre copy 




Borrowing print copy 

Frequently, copy from a 
print ad is dropped un- 
changed into the mouth of 
the tv announcer with no 
regard for how it will go 
over on the air 



I It's s ensational Hf * 





WO/ 




Using only 'established' words 

With the tv writer especially, 
this is painfully apparent. 
The same words and phrases 
ring out over and over 
again on video. Bellaire 
lists over two dozen cliches 



the client bought this ad - ^ 
all ya ^ovcs. do is rewrite ^ 
it in script to-m for tv/ > 




V/riting 'like people talk' 

This adage can't be trusted 
any more. Art Bellaire feels 
that very "sincere" 
words about a product from 
enthusiastic users will 
often sound the phoniest 



Cartoons, by Alphonse Normandla 
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The full-screen ID. 



Over lialf U.S. stations a|»ree to take new 
i'oriii oi' l.l>. u'liieli saves clients money 

Ncu fuli-Miet'ii I.I), formal pi o|)<)r.etl 1)\ tlie Station Keproseiitalive* 
\>-()< intioii liaci hecn accepted by 250 -tat ions at sponsor's 
piesstiine. Stations, li>le(l at iij;lil. will also take the older 
three-quarter screen I.I). SPONSOi? publishes the list for coinenience of 
those planning I.I). canijiaijrn>. It includes names of 
repre?eiilati\ e>. 1.1). rates. The new I.D. saves advertisers $50 
and uj) per station used be^-ausc it eliminates need for imj)rinting 
station <'ali letters on ever\ 1.1). sent out. SKA told SPONSOl? 
one major < lienl spent .^300,000 last \ear for I.D. imprints 
alone. SKA belie\es the full-s< leeii format ■will lead to 
increased use of I.D.'s. particularK in daxtime. And more stations 
are expected to aj)prove the format. Shown below are standards 
for the new as well as the older three-quarter screen 1.1). 



Audio: I'-j -trond-^ s^ili'iil; 6 seconds conimcrcial ; 
~('ciiii:l -ik'iil. or slaliuii aiidii) I.D.; 2 ^i-cmnls slalii>ii 
:iiulii) iilciilification, live. 

Video: 8 sim oikIs coinini-i cial ; 2 s(C()n(ls station idenii- 
licatioii. Film for idem ilic.it ion to lie provideil by and 
allailifd 1)) i-lation. 



Pudding: Ndcqiiate film padding. eilliPi fio/i>ii frame 
1)1 l)lai"k, should bt added f(n si)licMi<: purposes and for 
leading in and out of ciyniniercial : I second of black 
miniiiMim lead-in; 1 lo 5 si-conds of fro/en frame pic- 
tnre: I to M-conds of idaek lead-oiil. 




STANDARDS fOk 
tHklt QUAPJiM 
ICfiiiH SHARED I D 



Position of station I.D.: ( loninierciuls occupy tliree- 
ipiarlei- (d llie screiii area, leavin;; tii( ii|)per rijlhl 
(juarti i- of llic sc reen ari a foi .■-lalion idi-iitificalioii. 

Timing: I ' -j >econd~ finnies) silent; <> M-eonds com- 
meieial andio; 2 M-eiiiids station iilrnlifiealion andio; 
si-(()n(l < 12 frames) close. 



These are 

(list is alphahetica 



K ARK-TV Liiile Rod,, Arh.—Peiry _ J35 
KBAK-TV liakersftelil, Cal.—Forjoe TV $23.50 
KBET-TV Sacraiaenlo Due on air 15 Feb. 
KBOl-TV Meridian, Idaho- Free & Peters ^$15 

KBTV Denver— Free & I'eiers J45 

KCEN-TV Temple, Tex.- lloHingbery $20 

KCJB-TV Mittoi, A. l).~Ueed TV $75 

KCMC-TV Texiirkiina. Tex. Venard, 

Rintoiil & McConiiell . $20 

KCMO-TV Kansas Ciiv—Katz . $75 

KCOP-TV Los Angeles Kaiz . $87.50 

KCSJ-TV I'neblo, Colo.—Avery.Knodel $18 
KDUB-TV Lubborl;, Tex. Avery-Knodel $25 
KELO-TV Sioux Falls, .S, I). Haymer $30 
KENS-TV San Antonio- Free & Peters. $SS 
KERO-TV liakersfield, Ca I. —Avery-Knodel. $30 



! KFBB-TV Great Falls, Mont. -lleadley-Reed $75 

$75 
$25 
$30 



KFBC-TV Cheyenne, Jf'yo. — lloHingbery. 

KFDA-TV Atnarillo. Tex. — Branham 

KFDX-TV Wichita Falls, Tex. Raynier 
KFIA Anchorage, Alasl.a 

Weed. .Moore & Lund $75 

KF%A-TV Fort Smith, Ark.— Pearson Tl $75 

KFSD-TV San Diego Katz $50 

KFXJ-TV Grand Junction, Colo.—Holnian $72 
KGBT-TV llarlingen. Tex. HR Tl' $20 
KGLO-TV .Mason City, Iowa- -ICeed TV... $20 

KGNC-TV Amarillo, Tex. Katz $25 

KGUL-TV Galveston CItS Spot Sales $75 
KGVO-TV Mis-wiila, .\lont.—GillPcrna $75 
KHJ-TV Los Angrlcs--II.R TV $60 
KHOL-TV Kearney, j\eb. Meeker TV $15 

KHQ-TV Spokane Katz $50 

KIDO-TV Boise, Idaho lloag-Blair $75 
KtEM-TV Eureha, Cal.— lloag-Blair $75 

KING-TV Seattle Blair TV .__.$70 

KIVA-TV Yuma, Ariz. JV. S. Grant _ $20 

KJEO-TV Fresno, (.al. Branham .. $35 

KLAS-TV Las I egas- IVeed TJ _ ^^ $20 

KLZ-TV Denier Katz . $60 

KMBC-TV Kansas City Free & Peters...- $90 
KMMT-TV Austin, Minn.- Pearson T\ _ $78 

KNOE-TV Monroe, La.—11-R TV $30 

KOAM-TV Pittsburg, Kaii.- Katz $20 

KOAT-TV Albuqueuiiu; ^ .\l .—llollit\gbery-$10 
KOB-TV Albuquerque, A. I/.- Branham..^. ..$25 
KOIN-TV Portland. Ore. CBS Spot Sales $75 

KOLN-TV Lincoln Avery-Kuodel . $25 

KOMO Seattle lloHingbery . $80 

KOMU-TV Columbia, .Mo.—ll-R TV $20 

KONA Honolulu, Hawaii XB( Spot Sales. $30 

KOTV Tulsa, Okla. Petry $75 

KPHO-TV Phoenix- Katz . $45 

KPIX San Francisco Katz $7 30 

KPRC-TV Houston Petry ....... $75 

KPTV Portland, Ore.- SBC Spot Sales _.$60 
KQTV Fort Dodge, Iowa Pearson TJ' $75 
KRCA Los Angeles .\ BC Spot Sates $250 
KREM-TV Spokane Petry $35 
KRLD-TV Dallas Branham $87.50 
KROC-TV Rochester. Minn. Meeker $20 
KROD-TV Fl Paso, Tex. lhauham $37.50 
KRON-TV San Francisco Free & Peters $735 
KSAN-TV San Francisai MfGtllita $70 
KSD-TV St. Louis \ ItC Spot Sales $100 
KSL-TV .Salt Lake City CHS Spot Sales $75 
KSLA Shreieporl. La. Raymer $30 
KSWO-TV l.awton. Okla. Pearson TV $75 



tions which told SRA they would accept the new full screen I.D. 

letters, hiclttdes representative and Class "A'' or *M/1" one-time I.D. rate ) 



KTAG Lake Charles, La. Young Tl' $12.50 
KTBC-TV Austin, Tex. Raymer . $30 
KT/V Sioux City, Iowa — Ilollinghery $25 

KTLA Hollyuooil Raymer $7 75 

KTNT-TV Tacama—U'eed TV $60 
KT5M-TV El I'aso Hollinghery $25 
KTT5-TV Springfield, Mo.-Wced TV $20 
KTVA An-chorage, Alaska — Fclti.<i A Assoc. $75 
KTVH Hutchinson, Kan.^ll-R Tl' . $50 
KTVT Salt Lake City Blair TV $50 
KTYU Stockton, Cal.^llollingbery . $37.50 
KTVW Tacoma, Wash. — Clark; Christiansen: 

Barry $42.50 
KULA-TV Honolulu, flau-aii Young TV $25 
KVDO-TV Corpus Christi, Tex.- Young TV $75 
KVEC-TV San Luis Obispo, Ca!.— Grant . $75 
KVOS-TV Bellinghum, Wa^h.^Forjoe TV.. $9 
KVTV Sioux City, Iowa- Katz $30 
KWK.TVSt.Louis,Mo.—Katz $700 
KWTV Oklahoma City, Okla.—Avery-Knodel $60 
KXLf-TV Butte, Mont.- ICalker, I'acific $5 
KXLY-TV Spokane, Wash. — Atery-Knodel, 

Walker, Pacific . $40 
KZTV Rtno, \ev.— Pearson TV $22.50 
WABC-TV .\ew York, .\.Y.-^Wced TV $350 
WABI-TV Hangar, Me.-IIoHingbery $25 
y^ABT Birmingham—Blair TV ... $70 
YfACH-TV Newport Neivs, Va. - 

Walker Repr. _ $72.60 

YfAGA-TV Atlanta- Katz $68 
Y/ AIM-TV Anderson, S. C.—IIeadley-Reed $25 
WATE-TV Knoxville—Avery-Knodel $30 
WAVf-TV Louisville SBC Spot Sales $85 
WBAP-TV Fort Worth Free & Peters $80 
YfBKB Chicago- Blair TV $760 
y/BNS-TV Columbus— Blair TV $60 
Y/BRC-TV Birmingham— Katz $64 
WBRE-TV Wilkes-liarre, Pa.—lleadley-Reed $35 
WBTM-TV Danville, Va.—Gill-Perna $75 
WBTV Charlotte CBS Siiot Sales $705 
WBTW Florence, S. C. CBS Spot Sales $30 
Y/BZ-TV Boston Free & Peters $200 
WCAU-TV Philadelphia-CBS Spot Sales $250 
y/CCO-TV Minneapolis, Minn.-^ 

Free & Peters $7 JO 

WCHS-TV Charleston, W. Va.—Branhani $62 SO 
WC/A-TV Champaign, lll.—llollingberv $45 
WCOS-TY Columbia, S. C.— lIeadley-Reed $20 
y/COV-TV .Montgomery, Ala.- Raymer $20 
WCPO-TV Cinrinnati Branham $50 
yfCSC-TV Charleston Free & Peters $30 
y/CSH-TV Portland, Me.-^ Weed TV $30 
y/DAF-TV Kansas City— Harrington, 

Righter & Parsons . _ ... $86 

WDAK-TV Columbus, Ga. Headlev-Reed $25 
WDEL-TV Wilmington, Del. Meeker TV.. $50 
y/DSM-TV Superior, Wis.- Free & Peters $25 
y/EAU-TV Eau Claire, ris. -Hollingbery $75 
WEEK-TV Peoria, Ill.—Headley-Reed .. $40 
y/EV/S Cleveland Branham $100 
y/FAA-TV Dallas Petry $80 
y/FAM-TV Lafcryette, Ind. — Rambeau $20 
y/FBC-TV Greenville, S. C. Weed TV $50 
WFBG-TV Altoona, Pa.—H R TV $50 
WFBM-TV Indianapolis, Ind.— Katz $90 
WFIE Evansville, Ind. — Venard. Rintoul 

S: MrConnell .. ... $25 



WFIL-TV Philadelphia— Katz $375 
y/FMJ-TV Youngstown, Ohio— lleadley- Reed $3S 
y/GAL-TV Lancaster, Pa. Meeker TV $90 
y/GAN-TV Portland, Me.—Avery Knodel $25 
y/GBI-TV Scranton, Pa. Blair TV $30 
yf GEM-TV Quincy, lll.—Avery-Knodcl $25 
y/GR-TV Buffalo— Headley-Reed $70 
y/HAM-TV Rochester Ilollinghery $40 
WHBF-TV Rock Island. Ill.—Avery-Knodel $70 
y/HBQ-TV Memphis Blair TV $62.50 
WHEC-TV Rochester Everctt-McKinney $50 

WHEN-TV Syracuse— Katz $60 

WHIZ-TV Zanesville, Ohio— Pearson TV $75 
WHO-TV Des Moines -Free & Peters $55 
WHUM-TV Reading, Pa.—HR TV $30 
WHYN-TV Springfield, Mass.— Branham $30 
WIBW-TV Topeka— Capper . $40 
WICC-TV Bridgeport Young TV $20 
WICU Erie. Pa.— Petry ...... $70 

WILK-TV WUkes-Barre, Pa.—Avery-Knodel $20 
WIN-T Fort Wayne. Ind.—H R TV $30 
WINK-TV Fort Meyers. Fla.— Weed TV. $75 
WIRK-TV W. Palm Beach, Fla.—Weed TV $15 
WIS-TV Columbia, S.C.—Frec & Peters $43.75 
WISE-TV Asheville, X.C. Boiling $15 
W J AC-TV .lohnstown. Pa.— Katz . .. $68 
W JAR-TV Providence—Weed TV $90 
WJBF-TV Augusta, Ga. Uollinghery $25 
WJBK-TV Detroit— Katz $160 
WJHL-TV Johnson City. Tenn.— Pearson TV $25 
WJIM-TV Lansing, Mich. Petry $70 
WJNO-TV W. Palm Beach Meeker Tl $30 
WJTV Jackson, Miss.— Katz . $20 
WKBT La Crosse, Wis.— Raymer _ $20 
WKJG-TV Fort Wayne, Ind.— Raymer $30 
WKNA-TV Charleston. W. Vu.—Weed TT $35 
WKNY-TV King.%ton, X. Y.— Meeker TV $10 
WKOW-TV .Madi.um Ileadley Reed $25 
WKRC-TV Cincinanti—Katz $60 
WKST-TV Xew Castle, Pa.— 

F.verett-McKinney ... $20 

WKTV I tica, iV. Y. Cooke $30 
WKY-TV Oklahoma City Katz $75 
WKZO-TV Kalamazoo, Mich.—Avery-Knodel$75 
WLAC-TV Xashville Katz $50 
WLAM-TV Leiviston, .Me.- 

Evereil-McKinney $72 
WLBC-TV Muncie, Ind.— Walker $22.50 
WLBT Jackson, MLss.—Hollingbery ..... $20 

WLVA-TV Lynchburg. Va.—IIolhngbery $25 
WLW-C Columbus Cro.sley, SBC Spot Sales $40 
WLW-D Dayton Crosley, SBC Spot Sales $40 
WLW-T Cincinnati Crosley, XBC Spot Sales $50 
WMAL-TV Washington, D.C.—Katz $50 
WMAR-TV Baltimore— Katz $80 
WMBR-TV Jacksonville, Fla.- 

CBS Spot Sales $70 
WMBV-TV Marinette, Wis. Vernard, 

Rintoid S: McConnell $20 
WMCT Memphis Branham $62.50 
WMGT Pittsfield, Mass.- Walker $20 
WMIN-TV .Minneapolis Blair TV $75 
WM5L-TV Decatur, Ala. Walker $20 
WMT-TV Cedar Rapids Katz $40 
WMTV Madison Boiling $20 
WMUR-TV Manchester, S. II. Weed TV $18.75 



WMVT Montpclier, Vt. Weed Tl $25 

WNBF-TV Binghamton, S. Y.— Boiling $60 

WNBK Cleveland— SBC Spot Sales $185 

WNBQ Chicago \BC Spot Sales $275 

WNET Providence Blair TV $20 

WNEX-TV Macon, Ga. Branham $15 

WNHC-TV \eiv Haven Katz. _ $80 

WOAI-TV San Antonio— Petry $55 

WOAY-TV Oak Hill., W. Va.—Weed TV $35 

WOC-TV Davenport— Free & Peters . $70 

WOl-TV Ames, Iowa Weed TV.. $50 

WOOD-TV Grand Rapids- Kalz $75 

WOW-TV Omaha Blair TV. , $60 
WPAG-TV Ann Arbor, .Mich.— 

Everett-McKinncy $15 
WPTZ Philadelphia, Pa. Free & Peters $250 

WRBL-TV Columbus, Ga.—Hollingbery $25 
WRC-TV Washington, D.C.— 

SBC Spot Sales . $7 35 

WRCA-TV Sew York— SBC Spot Sales $815 

WREX-TV Rockford, lll.-II-R TV $40 

WRGB Schenectady— SBC Spot Sales $82.50 

WROW-TV Albany Boiling ... $25 

WSAU-TV Wausau, Wis.— Meeker TV $20 

WSAZ-TV Huntington., W. Va.- Katz $70 

WSBA-TV York, Pa.— Young TV $20 

WSBT-TV South Bend— Raymer . $30 

W5ff-TV Erie, Pa.—Avery-Knodel $20 

WSIX-TV Sa.shville—IIollingbery $40 
W5JS-TV Win.ston-SaIem, S.C. 

Headley-Reed . $45 

W5JV.TV Elkliart, Ind.- H-R TV $25 

WSLI-TV Jackson, Mi.<is.— Weed TV - $20 

W5LS-TV Roanoke, Va.—Avcry-Knodel $50 

WSM-TV Sashville— Petry $55 

W5PD-TV Toledo Katz $85 
W5TV-TV Steubenville, Ohio Avery-Knodel $40 

W5UN-TV St. Petersburg II ccd TV $32.50 

WSVA-TV Harrisonburg. Va.— Pearson TV $15 
WTAP Parkersburg, W. Va. For joe TV $72.50 

WTCN-TV Minneapolis— Blair Tl $75 

WTOB-TV Win.ston Salem, X. C.—II-R TV $20 
W TOP-TV If ashington, D. C. 

CBS Spot Sales 5 '25 
WTRF-TV Wheeling, W. Va. Ilollingbery $40 

WTSK-TV Knoxville Pearson TV $25 

WTTG Washington, D. C. Blair TV $50 

WTTV Bloomington, Ind. Meeker TV $75 

WTVD Durham, S. C- Headley-Reed $30 

WTVH-TV Peoria, III. Petry $35 

WTVI Belleville, III. Radio-TV Repr. $25 

WTVJ Miami -Free S: Peters $90 

WTVN-TV Columbus Katz $40 

WTVO Rockford, III.— Weed TV $50 

WTVP Decatur. III. Boiling $30 

WTVR Richmond. Va. Blair TV $70 
WU5N-TV Charleston. S.C- II R TV, Ayers $30 

WVEC-TV Hampton, Va.— Rambeau $30 

WVET-TV Rochester Boiling $50 

WW J-TV Detroit Ilollingbery $128 

WWLP Sf)ringfield, Mass. Ilolli-igber) $30 

WWOR-TV Worcester. Mass.— Raymer $25 

WWTV Cadillac. .Mich. -Weed TV $20 

WXEL Cleveland Katz ... $700 

WXYZ-TV Detroit Blair TV $125 
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RADIO DREW CROWDS TO OPENING OF FOURTH FELD BROS. SUPER MUSIC STORE. SHOWN ABOVE: IRVIN AND ISRAEL FELD 




I 

\Vsi.sliiii<>'toii. ii, C\. Sii|»oi* Music* Storivs ^'iiiiiiicMliatc^ results'* ou racliw 



^ 11 1939 liviii £111(1 iMael Felil o))ene(l 
a small neiglihoiliood dru'r .store in 
(low iilow n \\ asliiiigioii. I). C. Tliree 
\ ('ar> later, the Felds houjilit their 
first radio sliou over W W'DC. 

During the j)asl 14 \ears on the air. 
the f-elds have parla\ed their one small 
store inl(j a iiiany-faeeled. 82 iiiillioii- 
|)lus operation. Today. I'old enter- 
prises iiiflude the original drug store 
which now sells rwords as well and: 

• I hree large record stores, which 
also stock phonographs and iippliances 
and douhle as ti<-kel agenri(>s. 

• A music and theatrical enterprise 
hooking entertainment from classical 
drama to spiritual coiK-eits. 

• An interest jn a recording busi- 
ness. 

• \ rfMord suppK service for juke- 
box operators which iiK Indies records 
of all lal.els. 

To link its spiawling enterprises to- 
gether, all Teld opeialioii- include the 



word "Super in their titles. The mu- 
sic stores, for example, are called "Su- 
per Mu-ic Stores."' The summer enter- 
tainment series. "Super I'resentations." 
The spirituals. "Super Spiritual Con- 
certs. And so on. 

The I'Vld brothers spend about SG-i.- 
(100 — or. some (>'->"( of their total 
budget -for radio toda}. More than 
half the air appropriation goes for 
some eight hours a week of varied 
musi<- programing on W'W'DC]. \lso 



on the schedule are Negro d.j. shows 
on \\X)()K. another Washington sta- 
tion, and community events programs 
on W'GA'i , Silver Spring Md. Agen- 
cv is Azrael Ad\ertising. I^altiniore. 

"Kadio is a natural for our type of 
o|)eiation." Irvin Feld told SI'<)NS()R. 
"W^ith a relatively small budget, we 
gel immediate sales result-s. And ra- 
dio, more than anv other medium, has 
the kind of flexibility we depend on. 
i Please turn to pa^e 82 I 



PROIvlOTION MINDED: WWDC d.j. Jon Massey awards money for lucky bills; stores gave 
away snow balls in August to hypo ice show Felds promoted. Brothers stage concerts as well 




IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIH 
case history 

(illlllllllllllllllllllllllllllllllllililllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll 
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SPONSOR 



WKRC-TV 



316,000 watts 

on Channel 12 



CINCINNATI, OHIO 




WTVN-TV 



100,000 watts 

on Channel 6 columbus, ohio 



Don Chapin 

Mgr. New York Office, 

550 Fifth Avenue 



Ken Church 

National Sales Manager 



REPRESENTED BY THE KATZ AGENCY 
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A new syndicated TV series 



Lockhart 



, HOMER BELL" 





You feel its heartwarming humanity and enjoy its 
happy twists of plot. And no one in all the world of 
the theatre so caj)tures that "feel of America", makes 
it live so lovahly, so genially, so memorably as Gene 
Lockhart. 

Through 39 half hour ej)isodes, he lives to the full 
the home and professional life of a fine engaging man. 
And he creates a warm response for your name and 
your product. 

NBC FILM DIVISION 

SERVING ALL SPONSORS . . . SERVING AUr STATIONS 

30 Rockefeller Plaza, H. Y. 20 
Merchandise Mart, Chicago, III. • Sunset & Vine Sfs., Hollywood, Calif. 
In Canada: RCA Victor, 225 Mutual St., Toronto; 1551 Bishop St., Montreal 



Storer 
Broadcasting 
Company 

announces the appointnient of 

The 
Katz 
Agency 



as national representative foi 



WGBS-TV 

Micun 'i, Florida 

NBC for Southeast Florida 




JULY TO 
DECEMBER 
19 5 4 

Issued every 6 months 



AdvertiKiuti /Xt/fncivs 

Stanley V. Loinas, William E.-ty, profile 

H&H's tiiiK- liuying approach 

Fear in admen's selection of media 

Kohert Orr, Orr & .\ssociates., profile 

The all-media buyer (Y&K) 

William Mcllvain, Leo Burnett, profile 

Everett W. lloyt, Chas. W. Hoyt, profile 

Time hiiyiug; at P'oote, Cone & Belding 

SPONSOII visits \ irgil A. \\'arreii, iSpokane 

J, B. van Urk, Calkins & Holden, profile 

'ii'oNsoR visits Marshall Uohcrtson, Denver; Bo- 

/ell & Jacobs, Omaha 

-PONSOH visits Gardner Advertising, St. Loui-^; 

Camphcll-Kvvald, Detroit 
Arthur Bellaire. BBDO, profile 
Nan Marqnand. W illiam, Weintraul), profile . 
Do agencies earn 15% on net tv shows? 
Louis J. Riggio, Hilton & Kiggio, profile 
Sv J. Frolick, Fletcher D. Richards, profile 
Donald K. Clifford, DCSS, profile 
Dick Bnnbury, N Aver, profile 
Bill Ilinnian, Lambert & Fcasley, profile 
Evelyn Lee Jones, Donahue & Coe, profile 
Helen Wilbur. Grey, profile 
John iMcCorkle, SSC&B, profile 
Thomas D'Arcy Hrophy, K&E, profile 
1951 agency leaders in radio-tv billings 
\X'alter Guild, Guild, Bascom & Ronfigli. profile 
Thomas McDermott, \, \\'. Ayer. profile 



Appliances 

Kotis-erics on the air 

Harold H. Ilorton, Singer Sewing Machine, profile 
How Unite<l Gas pushes trade-ins 



i lothlnti ami At'vvssorifs 



Aittoiiiotlve and tAihrlcants 



Take-off on mystery shows sells Bardahl 

Why Phillips (^etroleiim uses -pel film 

How Detroit auto radio repairman iips sales 

Texaco returns to big-time tv 

Richfield co-op plan 

William G. Power, ChevTolet. profile 

Auto manufacturers use radio to rouse sales 

How auto ownership affects farm radio 



iPevvlopnients 

I A's seeks to reduce objectionable ads 
Spot radio: bigger than you think 
Spanish-speaking market trends 
Challenge in radio sales and promotion: Foreman 
Spot radio dcnclopmculs 
Where does net radio go from here? 
MBS president, O'Neil, expresses faith in net ra- 
dio's fnturt- 

Quality Radio Group pushes nighl radio . 

5 big needs in spot radio 

Is the Use of "opticals" a problem in today's film 

commercials? 
Spot and net radio: the lim- narrows 
Local business shonbln't supersede national 
Spot radio dip: what does it mean? 
Advantages and disadvantages in alternate-week 

tv sponsorship 
.\re radio-tv salesmen aggressive enough? 
\N'iNEW get- high-brow sponsors 
Using tv to plug records: Csida . 
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Herbert Leeds, Exquisite Form, profile 
liadio boosts sales for Phoenix dress shop 
Sweel-orr's tug of war trademark on tv 
Ex(|uisile Form bra-»iere- on lh<' air 



9 Aug. p. 24 

9 Aug. p. 37 

4 Oct. p. 37 

18 Oct. p. 36 



C'(>)))))i('r(*icff.s' (f)i(f Sitlt's /Xitia 

12 July p. 20 



Tv demands more of testimonials; Foreman 
How to create successful "playback" commer- 
cials: Foreman 

Pilot film is necessary to make a sale: Foreman 
10 ways for mor<' sell in tv eomniereials 
Spot radio's creative salesmen dig deep for facts 
Tips on showing your product to be-t advantage 
(Ui tv (special section of sponsoh's Tv Dic- 
tionary) 

N radio copy today's agency stepchild? 

Is it poor taste to make a singing conuuercial out 

of a well-known public domain lune? 
"Life" Vs. tv: media test . 
Film show talent for commercials . . 

(ian program mood affect sales reception? 
Should film "roughs" replace story boards? 
Sponsors as salesmen on radio and tv 
Do's and don'ts of tv commercials 
For more efiective color tv commercials 
Tips on money-saving. eye-<'alchiug tv special ef- 
fects 

\dmeu name favorite couunercials 
Dramatics with color tv ads: Foreman 
Nat'I Research Bureau produces monllily digests 
of successful sales ideas 

Costs 

Net tv show costs: v\hy they rose 

Net radio show costs . 

Extravagant tv spending: Foreman 

Dollar (liploniacy in tv advertising: Foreman 

flrif(/.\- cfiiff Cosmetics 

Why Wiklroot has 100 ad budgets 
Albert Plant, Dorothy Gray, profile 
Doeskin tissues plugged on air . . 
SSS tonic uses spot radio _ 
Kirk Lc Mayne, Emerson Drug, profile 
666 Cold Tablets ups use of radio 
Why F?Iock Drug likes radio and tv 

f oil Facts: l.*>5 f 

Fall radio-tv advertising trends 

Spot tv report - - — 

Net tv report 
Tv basics 
F'ilm basics 
Spot radio report 
Radio basics 
Net radio report 

For III It a til o and Tv 

Farm radio and tv: 1954 
F'arm market 

Listening, viewing greater on farms 

Ba<lio-lv farm director, profile 

Analysis of farm market, 1955 

Farm radio and iv results 
Auto ovviier-hip: rural vs. farm 
Central Iowa farmers have as many tv sets a* city 
dwellers, survey reveals — 



26 July p. 10 

9 Aug. p. 10 

26 July p. 40 

6 Sept. p. 56 

6 Sept. p. .54 



20 Sept. p. 31 



18 0( t. 
18 Oct. 
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p. 56 
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p. 1 17 
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p. 229 
p. 251 
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Foofl.v fiiiW ISwerut/es 



Henry A. Marku-. Wine Curp. of Vnierica, profile 


12Julv 


P- 


30 


Dannon yopurt'* siicee-s willi aii nieilia 


2.3 \ug. 


P- 


JO 


Ilitli'^I rt'ir liiittpr ^v^'ilpl)p«: t<i r^iiliit 

lllJIt 1 1 till IIIIIIT^I IH^*» Itl Icllll*' 




!!• 


U) 


Maxwell House uses net iv anil -pot railio 


4 Oct. ' 


p. 


32 


(Joehel Brewing ("o. u-e- iv piipiiels 


l.T Nov. 


p- 


■W 


Donald (lady. Nestle do., profile 


29 Nov. 


p. 


22 


lni|(iirter S.S Pierre readies epicures with ratlio 


29 Nov. 


p. 


41 


(loniiiienial Hakiiig: radio fur nioiii. iv for jr. 


13 Dec. 


p- 


31 


Koir/oiii Macaroni iips sales with railio-tv 


13 Dec. 


p- 


H 


Willis H. (^fiirley. Horden Food Products, profile 


27 Dec. 


p- 


24 


l>ell\ (Iroi ker and net radio 


27 Dec. 


p. 


31 


Foroitfii and Inii'i'nutiunttl 






(.aiiadiaii radio and t\ : 19.") 1 


23 Aug. 


p- 


76 


(lanadian market: siniilaril ie-. difleri'iiies 


23 Aug. 


p- 


76 


(lanadian radio: getting ready for iv 


23 Alls:. 


p- 


7!! 


• lanadian tv: commercial linic Mdd out 


23 Aug. 


P- 


BO 


bi lling, programing, promotion 


23 \ug. 


p- 


iV2 


Radio stations, reps, rates: a listing 


23 Aug. 


P- 


81 


Will (lanadian radio lia\e -aiiie pinlileiii- conii)el- 








ing \s. tv as I .S.'.' 


23 \Mg. 


p- 


66 


Fir-I commercial tv slatiiui opens in French 








Morocco 


26 July 


p- 


26 


(.ripwili of radio in (laiiadi -iilijiTt of new book 








"The Li-teiiing Million-" 


IB Oct. 


p- 


49 


f ii,s'iir(iiii*(* ami Finttiiee 








\etv\ork radio proiuotcs ^talc l-'arin name 


26 Juh 


p- 


34 


Henry M. Kennedy, I'nidenlial. profile 


1 Nov. 


p- 


16 



}lisct'IUnn'oits I't'otlucts ami Sfi'vivvs 



Tv I.D. boost- -ale- for Oini iniiali coal companv 


20 Sept. 


I'- 


86 


Ku-sell Kleinm Jr., Alarealus Mfg.. pndile 


20 Sept. 


P- 


28 


>araii W rap s tv suci ess siory 


20 Sept. 


P- 


34 


Doniinick Odonnor. Nair Window, profile 


4 Oct. 


P- 


20 


Ralph Danziger. Toy Guidance (lonncil. profile 


18 Oct. 


P- 


26 


IntT Nickel uses spot radio for p.r. 


1 Nov. 


P- 


31 


Industrial eorporalioiis ii-f» air iiieilia for p.r. 


13 Dee. 


P- 


.">8 


jVt'i/ro KdWio Seeiiott 








Negro Radio .Section 


20 Sept. 


P- 


17 


Negro radio comes of age 


20 .Sept. 
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Stepd)y-step analysis 


20 Sept. 
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\igro radio results 


20 Sept. 


P- 
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National Negro Netvsork 


20 Sept. 
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Tips on selling via Negro railio 
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Negro radio's talent 


20 Sept. 
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Negro radio lisitng 


20 Sept. 
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f'i'»(/r(iiiiiii(/ 








Fall program trend- in net h 


23 Aug. 
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W hat it the star (A a program cairi ap|)ear? 
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Rardahl oil Uses niyslcrv ••liow lake-oil 
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P- 


18 


Tv to combat juvenile delimpiency : (l-ida 


1 Oct. 


P- 


26 


Ni-i IV parlii ipalion -how- offer flexibility 


29 Nov. 


P- 


10 


lf<*.V«'«l*<*ll 








Iliglilights of si'O.N.son's All-Media Sunly 


12 July 


P- 


38 


Fall radio-tv advertising tn iiils 


12 July 


P- 


56 


Nielsen places conlracis lo install first 6.000 






Recordimelers 


20 Sept. 


P- 


81 


.Sehwerin's new commercial testing tecliniiiue 


1 Oct. 


P- 


,31 


Pinpointing the audience: MPS study shows how 


1 Oct. 


P- 


1 1 


Ohio .Stale studies program preferences 


18 Oct. 




38 


T ife'" \-. tv: media tc-l 


18 Oct. 


!>■ 


10 


The s|)eetaciilars : an inlerim report 


].■■> Nov. 


I'- 


29 


.\1?K radio-tv set count-, locations 


l.-> Nov. 


P- 


31 


The ratings muddle 


29 Nov. 


P- 


31 


^^ lial limebuyers want in radio-tv ads 


13 Dec. 


!>• 


12 


^'ear-end rei)ori on radio and t\ 


27 Dee. 


I' 


29 


AVliat clients, a/e's want in radio-tv ads 


27 Dec. 


P- 


11) 


J v up- -port- attendance. Omaha -tudy sIiovn- 


29 Nov. 


P- 


62 


llow to interpret rating-: Foreniaii 


1.1 Nov. 


P- 


1 1 


(lentral Iowa farmers have a^ many tv '•ets a- 








lilv dweller-. sMrve\ reveal- 


27 Dec. 


P- 


rv2 


Nat'l Re-eaii li Him aii proilin e-. niinillily digests 








ol SMI ee->-ful sales ideas 


27 Dec. 


I'- 


68 



BINDERS accommodating a six-month su 
BOUND VOLUMES (two 



Albu(iiifrque food chain battles plants with radio 


26 July 


P- 


39 


"NQfTM mpn t (1 f ipna rt m pn t c:t*»rp fc*;!*; ranm 


9 Aug. 


p- 


14 


Jerome K. C)lirbacli. Ohrbach's, profile 


6 Sept. 


P- 


24 


(linibel's launches new spot radio drive on W CBS 


20 Sept. 


p. 


84 


Giiubids reupbolsiery uses air lo double business 


29 Nov. 


P- 


31 


.So(i(>.s' (111(1 Cl<*<iiic*r.s 








(flaniorene rug cleaner on net radio 


15 Nov. 


I). 


32 


J"v worked for dri\e-in laundry 


27 Dec. 


P- 


1-1 










Mages Stores for Sport uses 2/3 of budget for Iv 


6 Sept. 


P- 


36 


Tv up- -port- allendance. Omaha study sliov\s 


29 Nov. 


P- 


62 


T(*/(*(*i,s'ioii 








How well can iilif sell? 


26 J nly 


P- 


42 


Some facts about uhf 


9 Aug. 


P- 


16 


TvB: new fact source for admen 


23 Aug. 


P- 


39 


Ratings for NB(J T\ 's first "spec" disappointing 


20 Sept. 


P- 


21 


Piiliiresi anfl siireesses rtf fv Ilew-ca-t-' I'Orelliau 


4 Oct. 


i>. 

r • 


15 


Audio-slovenliness : Foreman 


1 Nov. 


P- 


10 


Shep Mead, B&B, looks at tv in 1992 


1.5 Nov. 


p. 


38 


Tips on color shows 


l.i Nov. 


P- 


66 


Net tv participation shows: llexible 


29 Nov. 


!>■ 


40 


Can a mediocre show hold audiences':': Csida 


29 Nov. 


P- 


26 


J"oday"s talent are bnsiiiess-ininded : Csida 


27 Dec. 


P- 


1() 


Children !;ood judges of commercial-: Foreiiiaii 


13 Dee. 


P- 


10 


Do radio and tv need a better system of award-? 


27 Dec. 


P- 


66 


Tvlvi'tston Film 








>vnilieateil films for local and regional sponsor- 


26 Julv 


p. 


66 


12 July 


p. 


52 




9 Aug. 


p. 


56 




6 Sept. 


P. 


60 


si'o N soit. Tide Pulse ratings of top sprjt film shows 


1 Oct. 




52 




I Nov. 


p. 


74 




29 Nov. 


p. 


58 




27 Dec. 


p. 


.50 




26 July 


p- 


51 




23 Aug. 


p- 


50 


I v Tilni -iirtwc reeenliv niliile ;lv^lI:)ole for sviliil- 
1 » iillij — iiwv*— ii_iji iiii, lutein ii»ciiiiii'i' i'-"! .— 


20 Se|)t. 


P- 


66 


cat ion 


18 Oct. 


p. 


54 




15 Nov. 


p. 


52 




13 Dec. 


P- 


56 


\ilvantages in n-iiig syndicated films in multiple- 








jiiarket buys 


6 Sei)i. 


P- 


68 


Tv film need' trade group: Csida 


20 Sept. 


P- 


19 


"^ncce-ses of Iv film: (>ida 


18 Oct. 


P- 


11 


How to use multi-market film -hows 


27 Dec. 


P- 


12 


Time ffiii/iiit/ 








Spot radio; bigger than you think 


9 Aug. 


P- 


31 


Dick Riinbury. N. W. Ayer, profile 


29 Nov. 


P- 


36 


Bill lliiinian. Lambert & Feasley. profile 


29 Nov. 


P- 


3() 


I'Nelyn Lee Jones, Donahue & Coe, profile 


29 Nov. 


P- 


36 


Helen W ilbur, Grey, profile 


29 Nov. 


P- 


36 


John MeCorkle, SSC&P, profile 


29 Nov. 


P- 


36 



Tv iHetiointi't/ tlunilbook for Sponsors 



Part 1 ( \.C) 




9 


P- 


38 


Part 11 (D-F) 




23 \ug. 


P- 


42 


Part 111 (F-K) 




6 Sept, 


P- 


52 


Part 1\ (K-M) 




20 Sept. 


P- 


41 


Part V (M Ol 




4 Oct. 


P- 


10 


Part M (O P) 




18 Oct. 


P- 


42 


Part \ H (PS) 




1 Nov. 


P- 


38 


Part Mil (S) 




15 Nov. 


P- 


H 


Part L\ (S-T) 




29 Nov. 


P- 


15 


Color section 




29 Nov. 


P- 


47 


Cartoons inspired bv the 


Dictionary 


29 Nov. 


I'- 


18 


Part X (T-/) 




13 Dee. 


P- 


18 




Tof*fi<'<'o 








Bayuk cigar- increases 


les I2";j- with net tv 


27 Dec. 


P- 


52 



fy of issues. $4.00 each; two for $7.00 
'umes) per year, $7 5.00 



56 



SPONSOR 




Jack Jackson, Director of Agriculture for KCMO adds 
another laurel to his impressive list of achievements. 
The American Farm Bureau Federation has named 
Jack as the nation's "Radio Farm Editor doing the 
most outstanding work in interpreting agriculture to 
the American public in 1954 ..." 



Intelligent handling of his responsibilities as KCMO's Director of Agriculture 
has brought Jack . . . and the station . . . national recognition. And many 
important sponsors recognize that this exceptional quality in KCMO's farm 
broadcasting and telecasting under Jack's direction, is an important part of 
their selling plans. 

To reach more of rural Mid-America with the greatest impact, let an expert in 
the field tell your sales story via KCMO-Radio and KCMO-Television. Call today 
for further information. 




TV-Channel 5 
Radio-810 kc. 



Affiliated with Meredith Publishing Company— Publishers of Better Homes and Gardens. ..and Successful Farming 

KCMO Broadcasting Co., 125 E. 31st St., Kansas City, Ma. — The Katz Agency, Rep. 



24 JANUARY 1955 



57 






m 

m 



M ramp Di up s| 

Chart covers half-hour syndicated film prog 



n*nk Put* 



» 



Top 10 shows in 10 or more markets 
Period 1-7 December 1954 

TITLE, SYNOICATOR. PRODUCER. SHOW TYPE 



I Led Three Lives, ZW (D) 



Liherace, Guild Films (Mu.) 



Badge 714, NBC Film (D) 



i>lr. District Attortiey, Ziv (A) 



City Uetevtive. MCA. Revue Prod. (D) 



^Sll|lC>riliail. Flamingo, R. Maxwell (K) 



Annie Oah-U't). CBS Film, Flying A (W) 



Kit Carson, MCA, Revue Prod. (W) 



Average 
rating 



22.0 



2o.:t 



in. 



It).."* 



10 



Favorite Start/. Ziv |D) 



Cisco Kid, Ziv (W) 



i7.:t 



17.1 



IG.H 



7. STATION 
MARKETS 


5-STA. 
TION 
MAR- 
KETS 


4-STATION MARKETS 


3-STATION M« 


N.Y. 


LA. 


8. Fran. 


Boston 


Chi. 


Detroit 


MIttkee. 


Mpls. 


Seattle 


Wash. 


Atlanta 


Bait 1 


o./ 


1 7 

1 z. 1 


78.5 


25.0 


75.9 


7 3.5 


74.0 


28.5 


72.3 


75.8 


9.8 




10 OOiira 


kttv 
.< :30pin 


krnn-tv 
10:30pm 


' OOiim 


9 30pm 


ujbk-tv wtmj-tv 
10:30pm I0:30pin 


kstp tv fctnt-tv 
9:30pm 1(1 OOpm 


lO-SOpm 


10:'30pm 






/.U 


28.8 


75.8 


72.2 


8.8 


37.3 


76.5 


22.0 


8.5 


8.5 




76.5 


I'r :;iO|)in 


kcop 
7 ::iflpm 


kpis 
9:30ptn 


3:00 pm 


W fTD " t V 

9:30pm 


mvj-tv 
6 ,-3 0pm 


ntmi-tv 
S :00pm 


WPPO-tV 

7 :00pm 


klnir-tv 
S :30pin 


wtt(r 
9:0OpBi 


«"oOpm 


vv'b bI - tv 
7 ;00pm 


O .X 


17 R 


37.8 


7 5.5 


ICC 

75.5 


79.3 


72.3 


24.8 


28.3 


20.9 


7 4.8 


ICO 

75.3 


wor-tT 
9 :00pm 


ktt.v 
7 :30pm 


kplx 
9 :00i)ra 


wnjic - 1 V 
0 :30pm 


wgn-tv 
S :00i)m 


Wtt-j-tV 

7 :00pm 


wcan-tv 
7 :00pm 


kstp-tv 
9:30pm 


kine-tv 
9 :30pm 


T^.POpm 


9 :30pm 


fit ~ t V 
10:30pm 


A O 


f f . J 


22.5 


27.3 


7 7.2 


74.8 


77.7 


22.8 


23.3 


72.0 


22.3 


9.8 


wahc-tv 
I0:3(lpm 


knxt 
10:00pn 


kron-tv 
10:30pm 


ln":30pm 


g'wip'm 


\p\vj-tv wimj-tv 
in:30pm 10:30pm 


kstp-tv 
7 :30pm 


klnB-tv 
9 :00pm 


wnifll - tv 
1 0 :00pm 


7 :00pm 


w bfll- 1 V 
10.30pm 


8.1 


70.5 


75.8 


20.5 




7.3 




7 7.8 


76.3 






73.3 


HT>lX 

9 :30pm 


knst 
lO.SOpn 


kron-tv 
10:00pm 


ubz-tT 
10:30pm 




cklw-tv 
7 :00pm 




wcco-tv klntr-tv 
10:15pml0:00pm 






RTDar-tv 
1 1 :00pm 


72.8 


73.5 


79.5 


78.3 


7 7.9 


76.3 






2 7.8 


23.0 


79.8 


20.3 


HTca - (r 
15 :00pin 


kttv 
7 :00pm 


kgo-tv 


wnflc-tv 
0 :30pm 


nbkb 
5 :00pm 


ttxyz-tr 
f> :30pm 






kinc-tv 

'J ;nopm 


MTC-tV 

1 :00pm 


usb-tv 
7:00pm 


wbal-tv 
7 :00pm 


2.8 


76.7 


72.5 


79.0 


79.9 


74.8 




7 7.3 


22.3 




74.3 


25.5 


8:0(lpni 


kttv 
7 :00pm 


ken-tv 
i;:30pra 


\vb7.-tv 

0 :011pm 


uhkh 
2iiOpm 


U'XVZ-tV 

4 :30pm 




n-tcn-tv 
r> :00pm 


khiE-tv 
<l:0Opm 




wsb-tv 
(i :00pm 


\vbal-tv 

5:30pm 


7.3 


7.9 


22.3 


79.5 




9.3 


20.8 




26.3 




76.0 


79.3 1 


e:(iOpni 


kttv 
.'i :30pm 


kron-tv 
•1 :00pm 


wnar-fr 
(i :00pin 




ivjbk - tv 
6 :00pm 


wtmj-tv 
5 :00pm 




klns-tv 
i: :00pm 




wlw-a 
6 :00pm 


tt-mar-tv 
6.00pm 


5.2 


7.8 


70.3 


7.3 


77.4 


7 0.8 




78.3 


7 9.8 




75.8 




wor-tv 
9 ;30pm 


kttv 
.s :00pm 


r :00pm 


u*jar-iv 
1 0 :00pm 


unbq 
9:30pm 


wjbk-tv 
7 :00pm 




UTCO- tv 

9:00pm 


kmc tv 
.S :00pm 




naca-lv 
7:00pm 




9.7 


9.3 


77.5 






74.3 


23.5 


75.0 


7 7.8 




73.5 


27.3 


"vrca-tv 
C :00pm 


kttv 
C :30pm 


kron-tv 
5:00pm 






6:30pm 


ivtmj-tv 
5:30pm 


WPCO-tV 

4:30pm 


komo-tv 
7:00pm 




waca-tv 
7 :00pra 


whal-tv 

7:00pm . 



Rank Part* 
now rank 



Top 70 shows in 4 to 9 markets 



I 

J ! 2 

I 



2 J 



2 I 3 



G 



10 



Stories of the Ceuturtf, Hollywood Tv (W) 


IH.fl 


1 1.4 

kttv 
9 :00pm 


2.8 

kovr-tv 
7:00i)m 


Geue Autrtj, CBS Film (W) 


l«.2 






The Whistler. CBS Film. Joel Malone (M) 


l«.2 


7.7 

kttv 
9 :00pm 


22.5 

kron-tv 
10:30pm 


The Fnlcott, NBC Film (D) 


17.'.t 


8.9 

knxt 
10:30pm 




Inner Sanetnnt. NBC Film (D) 


I.T.2 


4.2 

u-or-tv 
9:00pm 


8.7 

kttv 
9 :30pm 


79.3 

kron tv 
7 :flflpm 


Itoufi. FairbanUs Presents. Inte rsf ate TV (D) 


1 1.2 


79.9 

wren tv 
10 SOpm 


9.9 

krca IV 




ISoston Itlacltie. Ziv (M) 


IO.lt 




6.5 

kttv 
S :30pm 


7.8 

kKo-tv 
Ii :.'iOpm 


I'lorian f.oUneh. Guild Films (Mu) 


10.7 


7.9 

wplx 
I0;30pm 


3.3 

keop 
S:00pm 




Star Shou-eose, Tv Progs of Amer, Sovereign (D) 


10..' 


6.0 

kttv 

8 :30iim 












10.1 


6.4 


4.4 




ShertovU ISahnes, MPTv, She!. Reynolds (M) 


wren tv 
7 :00i)m 


kttv 
10:00pm 





76.3 

U(iac-tv 
B :00pm 



78.8 

mv7-tv 
n :00pm 



27.(8 77.6 7 7.3 



u-nac-tv 
r. :30pm 



wbbm 
5:30pm 



wibk-tv 
6: OOpm 



5.3 

ckhv-tv 
10:30pm 



75.8 

kine-tv 
^1 :30pm 

22.0 

klnit-tt 

i! :00pm 

22.8 

klns-tv 
10:00pm 

78.0 7 7.0 

KInit-tv wtop-tv 
9:00pm 10:30pm 



6.3 

cklw-tv 
I0:30pm 



73.3 9.0 70.3 



75.5 7 7.5 

kstp tv ki.iit-tv 
10:15pinlO:(>fl|)m 



'.I ;30pm 



cklw-tv \vpan tv 
7 :00pm 0 :00pm 



5.0 

kinl IV ■ 
11 :45ptn 



4.9 

nern-tv 
9:00pm 

9.4 

whhm 
9 :30pm 



7 7.8 77.8 

u-ooo-tv kidC tv 
9:30pm 9:3(lpm 



75.5 

kstp-tv 
10:1 5pm 



73.3 

KXVZ-tV 

10 :30i>m 



73.8 

kine-iv 

■. :00pn) 



74.0 

n«b-tv 
11 :00pni 



7.0 

Rsb Iv 
:3rtptn 



Show ivpo ytiib"l«- 'A) nrlvcniirrc; 'D) drotna, (K) kids; (M) mystery; (Mu) miinlral ; (W) 
Wi^tirn VWma llotoil nrr "vnillralorl. linlf hour lonBlh. tflcpasi In four or more markets. Tlie 
rvo n/f railiii! In an nnwcl Klilcl avcrneo of IndlvMuiil market railnsj llsleil above. lUank spare 
Inilb-jtci hi™ not liro;i<lrnsi In tlili market 1 7 Deeember. While network shows nro fairly 



stable from ono month to another In tho markets In which thcjr are shown, this li 
mueh lesser citcnt with lyndleated ihovvs. This shmild be borne In mind when analyrlni! I 
trends from ono month to another In this chart. • Refers to last muiitiri chart. If blart<| 
was not rated at all In last chart or was In other than lop 10. CJajslllcatlon u U) 



1 Alts 



daily made for tv 



3-STATlON MARKETS 



Cieve. Coiumbut Phiia. St. L. 


BIrm. Charlotte Dayton New. Or. 


wews n'bns-tv wt-au-tv k«d-tv 
10:30pm 9 ;30pm 7:00pm 10;OOpro 


C jtQ O •> O C jfi C 
Zl .3 47. 0 1.0.3 42,3 

waht wbtv wlilo-tv wdsutv 
9;30pm 9:30pm 9:00pm 9:3npm 


wewfi wbns-tv ksd-tv 
9:00pra 7 :00pm 10:0ni)ni 


28.3 4a.O 

wabt wliio-tv wds«-tv 
'1 :00pm ":30pm 9:30pm 


2x.l/ XU.O lO./ x«>.0 

wnbk ftiw-c wcau-tv ksd-tv 
7:0npai 7:00pm " DOpm 8:30pm 


9 A fi 9 *J C 

wbro-tv wiw-d 
9:30pra ":00pni 


Iflfl 99'? 1119 273 

wews whv-c wptz ksd-tv 
1 10:00pm I0:30pra 10:n0pm 10:0Oi)m 


99 n 55 ■? 91 ■? 9/1 O 
XX. 1/ 33. J XI. J x4.o 

wbrc-tv wbtv wlw-d wdsutv 
9r30pm 8:00pm 10:,'iOpm 10:30pm 


6.2 24.3 

wtlltv ksd-tv 
7:00pm 9:45pm 


76. 3 56.5 40.3 

wabt wbtv wdsutv 
9:30pra 8:00pm 10:00pm 


24.5 25.3 22.9 18. S 

wnbk wbns-tT wcau-tr ksd-tv 
6:00pm 6;00pm 7:00pm G :00pm 


17.3 72.3 

wabt whv-d 
6:00pm 6:00pm 


23.8 15.8 17.8 

wnbk tt-tvn ksd-tv 
6.30pm 6:30pm 10:30pni 


20.3 27.5 9.0 23.5 

wabt wbtv wlw-d wdsu-tv 
fi:00pm 1:00pm 1:00pm I2:00pm 


21.8 16.3 9.9 24.3 

wnbk wbns-tv wptz ksd-tv 
6:00pm 6:00pra 6:00pm 5:00pra 


77.8 

wlw-d 
C :00pm 


25.5 27.5 

weirs ksd-tv 
9:30pm » :30pm 


48.8 

wdsutv 
9:30pm 


75.3 J5.3 

wlw-c wcau-tv 
6 :00pm 5 :00pm ' 





2-STATlON MARKETS 



28.3 

ksd-tv 
9:30pm 



20.5 

kwk-tv 
10:00pm 



70.8 

ft-tvn 

8:30pm 



76.3 

wcau-tv 
7:00pm 



7.5 76.8 



wews 
8:00pm 



wbn5-tv 
7:00pm 



77.8 

kwktv 
10:30pni 



70.0 

wnbk 
10:30pm 



47.0 

5 .-3 0pm 



40.3 

wdsutv 
10:00i)m 



74.8 

wabt 
10:30pm 



42.3 

wdsu-tv 
10:00pni 



79.3 

wbrc-tv 
10:00pm 



72.6 

whrc- tv 
1 :00pm 



.ori in markat is Pulse's own. Pulse determinee number hy meajur- 
lich nations are actually received by homes In the metropolitan 
a eiven market even thouKh station itself may be outride metro- 
area of the maiket. 




g8g»Bl»effBBi(BBlBaiBii>oa (w i»i> n -- 



Operating at a maximum ERP o 
200,000 WATTS 
WKOW-TV REACHES 

100,000 TV +iomes 
in fen counties having 
more than $600 million in 
retail sales 

WKOW-TV ON MARCH 1 

will raise rates only 25% 
BUT 

Advertisers starting con- 
tracts for continuous use of 
WKOW-TV will be protect- 
ed at the lower rotes for 
one year. 



With complete audience domination 

AND NOW 
With greater power 




w row-TV 

CHANNEL Z7 CBS <S> 

MADISON, WISCONSIN 



PLASTIC WRAP 



MOTORS, BOATS 



SPONSOR: Clifiiiical AGENCY : MacManus, Jolm & \<lini- 

<\l*srf.E CASE IIl>Ti)RY: I iiiltoduce ils plastic film 
iriapping prodiul, Suran H'rap. Don piircliosed sei-eral 
parliripalions on kl'l l 's Fi ioiid of the Fainih . a daily 
daytime half-liotir irornan'.s slioir. Mike Davenport, star 
of the program, offered a free it/rnple of Saran II rap to 
all viewers iiritincc hiiii and re(juestinf:; it. After only 
tuo announeeinent.s. 1.60(1 nritten reqaests had poured 
into the station. Cost per participation: SGO. 



SPO.NSOli: HatfieldV Hardware 



AGENCY; Direct 



KI'TN , I'ortland, Ore. 



I^K()(;iUM: Friend of ihe Family 



TV 

results 



CAPSULE CASE HISTORY: Hatfield's wanted to pro- 
mote a special Grand Opening Day on a SaJarday for 
Sea Dorse Outboard Motors and General Marine Speed- 
liner Boats. They plagf:;ed the event on their Here's the 
Life program on. KFKQ-Tl\ Friday, 7:30-45 p.m., and 
an additional quarterdioar program the same evening. 
During the 30 days follou-ing this promotion, $14,000 
/'// sales were traced directly to the shows. Cost: $228. 



KFEy-T\, Si. Joseph, Mn. 



PROGRAM: Here's the Life 



FROZEN FOOD PLAN 



SPONSOR: I'arliament Food Plan 



\GENCY; Direct 



CAPSn F CASE lllSTOR't : 7 /"■'i company sells frozen 
foot! plans, delivering a freezer with jood to customers 
on an installment payment l>asis. The firm ran an an- 
nouncement campaign on W 0K \ -T\ at a cost of $1,600 
per week. The initial campaign resulted in 40 deliveries, 
far in excess of Parliament's expectations. The lead cost 
per delivery was reduced by $35. The sponsor renewed 
for 26 weeks. 



T^OKY-TW .Milwaiike. 



PROGR \M: Announcemenls 



STEAK KNIVES 



CARS 



SPONSOR: \la( \ {;ift Shop \(;E\CY: Direct 

CVP-^LLE CA-K lll>'rORY: During Thanksgiving v eek, 
Macy s bought tuo participations, one in a late after- 
noon program (Harr\ Smitli .Sjiou), one in a late eve- 
ning shon f Montilijilit f'la\ li()it-i(" I . to advertise a set of 
steak kniies priced at SI. 95. For purposes of the live 
demonstration, the advertiser left nine sets at //'.Sf \-7'/'. 
The day after the fined commercial, he came to the sta- 
tion to pick up the sets, and found they had been sold, 
t rom the tu o annoii nccnieiits. \lacy s sold over 1.300 
sets of steak knives thai s S6..500 in business from an 
investment of $75. 



W^-l \.T\. '-I, Pcter-lHirs. Fla. 



PKOGRAM: Particii)alions 



HOMES 



SP0\<01!; Tilton Homes Corp. 



AGENCY: Direct 



* \l*'^ri.i; C \^E HISTORY: /Ifter the Tilton Domes 
Corp. had been sponsoring the film program, I Am the 
Law, weekly for six n ecks on II l\l;.\-Tl . a representative 
of the firm staled: "I'rospective home l)urers have been 
arriving at our l\n(heUe (Illinois) offices every day of 
the iieid,, some from as far away as 100 miles, ll^c have 
had swii an outstanding response tluit we have Inid to 
take nn an additional salesman. ' Commercials u-eie 
delivered over five cards showing everx phase of opera- 
tion in the < onslrucliou of these homes, including finished 
exterior and interior shots. 



WREX TV, RorkforrI, III. 



PR0(;RAM: 1 Am the Law 



>PONSOR: lTni\er.sal Sales & Service 



AGExXCY: Direct 



CAI'Si I, E CASE HISTORY: One Sunday, this Meteor- 
Mercury -Lincofn deafer in Cafgary, Afberta, ran three 
shared LD.'s on Cl/CT-Tl . The foflou-ing Tuesday, the 
company reported to the station the safe of a new Jaji- 
cofn which they attrif)uted directfy to the three LD.'s. 
The announcements appeared in tlie afternoon and eve- 
ning. Totaf cost: $69 pfus art work. Universal was so 
pfeased with this tv success that they have .u'gned to 
.spon.Hor a Sunday evening program. Madison Scjuafe 
(warden, for an entire year. 



CHCT T\, Cal-xary. Alberta 



PROGRAM: Shared l.D.\ 



PHOTO OFFER 



SPONSOR: Pet Milk Co. 



AGENCY: Direct 



C.VPSt'LE ('\SE HISTORY : I'ct Mdk had f>een sponsor- 
ing Ziv's Cisco Kid [fip-synchronized in Spanish) in 
Puerto Ixico for four months. In a speciaf promotion, 
they offered one autographed photo of Cisco 1 Duncan 
Renafdo) or one autographed photo of his side-kiclc, 
I'ancho (Leo Cariflo) in exchange for tuo I'et Mifk 
labefs. Fach photo afso carried a greeting in Spanish. 
Cp to 15 December, I'et Mifk gave away a total of 67.000 
photos, renewing their initial photo order .wveri times. 
Since Puerto Rico boasts onfy 10.000 tv sets, the sponsor 
con.siders the figure of 67.000 ainazingfy high. 



W K Vn TV, Puerto Riro 



PROGR \M: Ci^co Kid 



How many blocks? 6 or 7? Appearances ca)i be deceiving, but the good 
appearance of a Precision print is not an optical illusion. I mmediatelg apparent are the results 
of Precision-qnality processing . 

The individual attention given to each original through the entire operation has earned 
Precision its top spot in the film processing field. Leaders in the photographic profession know 
they can depend on Precision for accurate, intelligent handling of their material. And constant 
research continues for even betteriva2js to serve your requirements. 

In everything there is one best . . . in film processing, it's Precision. 
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LABORATlORIES, INC 

46rH STREET MEW VORK. 36. N. Y. 



A division of J. A. Maurer, Inc. 
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TRIANGLE" 




with 



WSJS 

TELEVISION 

CHANNEL 12 



*A 24 COUNTY 
MARKET WITH 
EFFECTIVE BUY- 
ING INCOME OF 
$1,543,515,000 

(Sales Management 1954 
Survey of Buying Power) 

NOW SHOWINGI-ALl NBC COLOR SHOWS 




Interconnected 
Television Affiliate 



National Representative: 

The Headley-Reed Companij 



\ Continued jrotn jiage "} 

After llu' jo!) \vii.< coiiipliMcd, wliirli ui^iially nieiint after 
more takes than for an MOM niusieal and more editing than 
a Parisian love idyll requires to get its seal of approval, this 
eonnnent \va> eommon: "That's as tongh a joh as I've ever 
taekled!" 

CotnniereiaL are onr own pri\ate hrand of tortur<; whieh 
\\(>"ve hronght to the filin-makers on the eoast. By dint of 
hard work, many mistakes, and using np more raw stoek than 
(]. \\. DeMille. the ad business has now developed a eolony 
of ahle interpreters within a 10-mile radiu- of the l^everly 
Hill> H()t<d. This. I'd admit, was tough going a> the ])h()ne 
operators in the hotel ean testify. 

As for programing, what amazing thing> are now heing 
fashioned dailv. 

into million.^ of homes- -hefoie the eye.- of eurly-haired 
yonngst(M-s and Bihkvhelted oldsters — conies product as clean 
as the Kpworth League's latest pnhlicatiou : good, fast-paced 
entertainment providing a superb climate for sound advertis- 
ing . . . gaiety without vulgarity . . . ghuuor without cleavage. 

W^hat wonders tv has wrought ! The shotgun wedding of 
business and the arts has turned out to be a pretty happy 
event after all. And it should eonlinue to be one. just so long 
as we here in our eiul of the husiness renuMuher that the film 
folks we're working with may never have produced a pro- 
gram or a s(;t of characters who have to be welcomed bv an 
audi(Mice 39 times over a span of 39 weeks, or, a commercial 
where package ithMitification is more important than the act- 
ing, jiy car(>fiil and helpful couimereial supervision, you can 
assure better tv copy and more eompeteut crews for the next 
job. Hy getting them to thinking about the wearing (pialities 
of the basic situations and the characterization before the en- 
tire s(M ies of programs is in the can, you may never have to 
face the oft-distressing tv problem of wearahility or pro- 
priety. 

Speaking of propriety, get them to keep in mind that 
mother in the movie audience will jint up with, even enjoy, 
something ^lle"d ii<;ver tol(Mate in lier home with the kids .sit- 
ting hesi(l(" her. And >lie'll lei the .sponsor know her 
pleasiire (not uiendy bv mail hut u-nally by buying a com- 
petitor's brand). 

Anticipate your problems, get your points across to your 
coborls (\irly. Then you'll have more time to enjoy yoin>clf 
at the licverly Hills pool. * * * 



62 



SPONSOR 




.a Sana comm 



crcial, of course: 



People are looking at 
Sarra Commercials for 



A&P 


Jergens Lotion 


Braun's Bread 


Kraft 


Bromo-Quinine 


Lueky Strike 


Bulova 


Cigarettes 


Cat-Tex 


Lux Beauty Soap 


Chase National 


Lux Liquid 


Bank 


Detergent 


Chrysler Airtemp 


Pahst Blue Ribhon 


Coors Beer 


Beer 


Cunard Steamship 


Pet Milk 


Lines 


P.O.C. Beer 


Helene Curtis 


Ponds Angel Skin 


Duncan Hines 


Rinso 


Cake Mixes 


Ronson Fuel 


Eastman Kodak 


and Flints 


Evinrude Motors 


Stopette 


Hoffman Mixers 


Jane Wilson 


Hostess Cup Cakes 


Meat Pies 




Specialists in Visual Selling; 
New York: 200 E. 56lh Street 
Chicago: 16 E. Ontario Street 



TELEVISION COMMERCIALS • PHOTOGRAPHIC ILLUSTRATION • MOTION PICTURES • SOUND SLIDE FILMS 
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WCOV-TV 

Montgomery, Alabama 

BEST BUY IN 
CENTRAL ALABAMA 
NETWORKS 



CBS PRIMARY 
ABC — DUMONT 

SPONSORED FILMS 

Amos & Andy — Liberate 
City Detective Mark Sabre — 
Bage 714 — Star & Story — Fol- 
low That Man — Counterpoint 
Kit Carson — Ramar of Jungle 
1 Am The Law 

EXPERIENCE 

We've been operating for 21 
months and boast one of the 
finest physical television plants 
in the nation. We have ex- 
perienced personnel in every 
department to assure top pro- 
duction. 



ASK ANY RAYMER 
OFFICE FOR DETAILS 




.V<»i«* tlevcloptnents on Sl*OSSOR fiiov'teK 

Soo: "12 faihuies :ii»oiit iii»;iittiiii(> riidio" 

I.SSIIO: 10 .Aufiii^t 1953, pafjo 30 

SllllJOt'll Size and rharartrri>tir« of the ew- 
iiiiig radio aiidienrn 



1 lu' niglillime radio ;iudieiKo liig: Ahoiil [our out of every 10 
liomes and one person out of e\er\ tliree listens to tlie radio during 
tlie a\erage evening. The?e and other faet? were brought out in 
reeentl\-relea>ed exeerpt? of an .\BC-Starth ^tudy on "The Chara<'- 
teristirs & I'ossc^sion.s of Evening Uadio Listening Households.*" 

On the average e\ening. radio is listened to by 56,250,000 people 
in 10,701.000 household.-, the Slanh report finds. Ba>ed on 47.5 
million as the total number of U.S. households, this means radio 
rea<'hes slightly more 41 "^r of all U.S. homes during the average 
evening. The report states that 11, 850. 000 households listen two 
hours or more. 

The Stareh surve\ was made between .\o\ ember 1953 and April 
1954. Complete results of the study, based on a national probabilitv 
sample of 16.000 people in 13.000 households, are now being < om- 
piled and interpreted by the M>(] research department. 

The first excerpts of the report highlights of which are included 
here — were rreeiitly released to account ^u])ervisors and other BHDO 
executi\es as a follow-up to the agency's symposium on radio late 
last year. (The syniposiuiu was held to "re-acipiaint " agenc)' ac- 
count people with radio and was based on presentations bv the four 
major networks. I 

llie report conies n]) with one set of figures that might point to a 
trend. These figures seem to indicate that the longer a family owns 
a tv set, the more apt it is to listen to radio in the evening. Of the 
families who owned a tv set one year or less. 15.9' ^ listen to radio 
on an average evening: of those who have owned tv sets two vears, 
17.9''r listen to evening radio: of those who have owned tV' three 
years. 19.1' < listen to evening radio; four vears, 22.4*^1. and five 
\ ears or more. 26.6' < . 

To show that the radio audience is made up of "tvpical" U.S. 
households. Starch-NHC list various characteristics of all L.S. house- 
holds conijiared with those households in which there is evening 
radio listening, lake householtl size, for example. Of all U.S. 
households, 21.7' ? have three members. Of all households in which 
radio is li>tcne(l to, 21.7' r have three members. Some 30'7 of all 
I .S. household- have two members; 31'? of households in which 
evening radio is heard consist of two mcnibers. 

livening radio listeners have bad the same amount of education 
(actiiallv a slight bit more) than "average U.S."' citizens. And the 
age of evening radio listeners in each age cat(»gorv Isay from 26 
to 35 \ear:^l i.- nearlv the same (19.3''( ) as the percentage of the 
total r.S. population falling into that age categorv (21.1'( I. 

Another survey, made for A H(] Radio by Stew art. Dougall & 
Asso<Matcs ln(\. makes a strong case for radio, but in a diflercnt 
direction. ABC wanted to disprove ihe theory held bv some media 
men that magazine advertisements made a stronger impn^ssion on a 
potential customer than radio commercials. There were 1,000 cases 
stndie<l under controlled conditions which eliminated the effect of 
aiiv infbieiKCs outside printed (eve) vs. .-poken (ear) media. Copy, 
brand name and order of |)rcseiitation were rotated to eliminate the 
eflwl of aiiv of theses inlluences. 

Findings: U)' J of the respondeuls chose the brand they heard 
about on radio; 45' ( < hose the brand thev had seen in the maga- 
zine a<l. Nine percent of the respondents had no choice. ★ ★ ★ 
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n RADIO! ! 

TUN GALORfr 
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THERE'S 




L 



► 



RADIO'S BIG NEED 
★ FOR BOLD, NEW 
PROGRAMMING! 

^ Write, phone or wire today for facts on how 
to put the Cantor name to work for youl Hurryl 





Red lines show the 50.000 channel miles of the television network which can carry color programs 



Color Television Network 
now reaches 109 cities 



if)")4 was a bit;' and busy year for color. Since 
ihc I'XXl aj^j)ro\ed the conipalible sysKMii in 
December 1933. ;)0,o()o channel mik^s of the 
l>ell Sx'steni tch^x'ision n(n\\()rk hax'c \iccn spc- 
cially adapKxl to carry color programs to 130 
stations in i o() cities. 

In addition to the bii^' job of color conx'cr- 
sion, the l>ell SystcMn has also added 18,000 
channel mih^s it) the nationwide 'lA' network. 



C'onversion of the tclex'ision network to 
transmit color is an exacting and expensive job. 
New ec|iiipmcnt must be added and himdreds 
of technicians must be trained in the complex 
color techniques in order to maintain and 
adjust thi.s eciuij)ment to exact standards. 

Plans for 1955 call for continued (\xpansion 
of the ((^levision network — to keep pace with 
tlic industr\"'s c^vpanding needs. 



BELL TELEPHONE SYSTEM fm^ 

PROVIDING TRANSMISSION CHANNELS FOR INIERCITY TELEVISION TODAY AND TOMORROW ^§^.r,„. 
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[Continued from pa^e 32 i 



a> ol tliat day lie i> going on a lediiriiig program. Each 
>iKTeediiig Saturday he {)laii> to weigh liiniself again. When 
lie lias .succeeded in dropping 75 pounds, and has reached 
the sylplilike 190-j)oun(l figure, he will reveal what magic 
product has enahled him to accomplish this melting miracle, 
and it will he offered for j)uhlic sale. Jackie, it goes witliont 
saying, owns this product. 

Reporter Bacon's story said nothing ahout the attitude of 
Nescafe or S(,'liick. Jackie's present sponsors, toward Uiis 
new project. But for the purposes of this piece, that is a little 
he^ide the point. If the chuhhy comic's reducing ^tunt conie> 
off as planned, there is little douht it will he one of the nio>t 
effective pieces of tv salesman>liip ever devised. 

What it may lead to one trend)les to contenij)late. Certain- 
ly some enterprising producer of a reducing aid should im- 
mediately sign someone like Jack E. Leonard, who is a good 
comic, and weighs even more than Gleason. And any num- 
her of advertisers selling heauty products, should seriouslv 
consider hiring a skinny, ugly young lady around whom to 
huild a show. Can you imagine the public demand for the 
product, when at the end of the 13-week cycle this ugly duck- 
ling hlossoms into a Gina Lollohrigida? 

Wheaties may he ahle to arrange a deal with a .200 hitter 
(as of the time he makes his dehut on the program), who 
after a couple of months of eating the product on the show, 
is hitting around four hundred, and leading the league in 
KBI's and home runs. 

And envision the audience impact of a show sponsored 
hy that Wall Street stock brokerage firm, wherein the' star 
purchases a hundred dollars worth of stock on the first show, 
and after 26 stanzas has parlayed same into a neat nest egg 
of a million dollars. 

The possibilities are endless, and a large comedian shall 
ha\e led the way. Advertisers, agencies, the time has obvi- 
ously come to re-evaluate and re-aj)praise your whole ap- 
j)roach to selling through television. This is the kind of 
thing that will hapj)en increasingly when .^howbnsiness and 
showmen begin running rampant in merchandi>ing. * * * 



Letters to Joe CsUlu are iveleomed 

Do you oliiays agree with the opinions Joe Csi/la expresses 
in "Sponsor Backstage?'' Joe and the editors of SPONSOR 
ivouhl be happy to receive and print comments from readers. 
Address Joe Csida, c/o sponsor. 40 E. W St. 



a 

close 
look 
at 
facts 

Channel 10 
4LY station 
etc coverage 
Greater 

Wabash Valley 

• One of the Mid-west's 
most prosperous indus- 
trial and agricultural 
markets 

• $714,500,000 Retail 
Sales in year '53-'54 

• Blanketed ONLY by 
WTHI-TV'g 316,000 
watt signal 

• 227,000 Homes 
(147,000 TV homes) 

118,000 

UNDUPLICATED 
WTHI-CBS 
TV HOMES! 

WTHI-TV 

CHANNEL 10 
TERRE HAUTE, IND. 

316,000 Watts 

lie[)resented nationally 
by: 

The Boiling Co. 
I^ew York & Chicago 
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JEAN CARROLL 



Timebuyer 
Sullivan, 
StaufFer, 
Colwell 
& Bayles 
says . . . 



J 



I 



K 



Check the latest Hart- 
ford-New Haven rat- 
ings and you will find 
WNHC-TVisthe most- 
looked-at TV station 
in the state. I have 
seen the excellent re- 
sults of a spot cam- 
paign on Channel 8. 
There is no guesswork 
.. . WNHC-TVhasthe 
buying audience. 




899,957 TV 



FAMILIES 
3,484,400 POP. 

$6 BILLION MARKET 
ASK YOUR KATZ MAN 

HARTFORD-NEW HAVEN 





Gardner's "Chick" Martini, flanked by Elsa Maxwell and Gloria Swanson, in line 

of duty 



ageitcil profile 



itoUuul iTIcfrliiii 

V.p., Radio-Tv Director 
Gardner Advertising Co., New York 



E\ ei \ l)ii?iiifss luis its iiidivirluaiisls, and Rolaiul '"Chirk" Martini 
i^ a nienilier of ilial select hand among radio-tv admen. Not onlv 
is he sulTicienliy uninipress-od by convenlional lahoos to come up 
will) new talent (from Vie Damone for Kaiston in 1947 to George 
Gobel for Pel Milk in lO.ol) and new |)rodnrlion values: hul — 
adding in.'sull lo injury — he's a non-coiiformisl as well. In ihe 
niid.^l of clean-shaven. Brooks-suiled Madison Avenue. Martini 
wears a muslaclie and doul.)le-btea.sted. jjin-stripe suils. 

'"Ma\he that's hwause I was a writer." ^Martini reflef led. In the 
1920 s. Martini wrote adxenlure and m\sler\ stories for })ulp maga- 
zine^, as well as articles for II. L. Mencken s American Mercury. 

lie likes lo remember those days and the life in Greenwich \\\- 
lage where a prett\ date at jjarlies wasn't safe once Thomas Wolfe 
arrived, lie recalls a <'erlain sjiirit of intensity and dedication that 
"got lost ^onievvliere on the wav uptown." 

L|)town. Martini wrote radio s<ri})ts for Frank llumniert— radio 
s( rij)ts h\ the dozen, -script after scrijjt. from 9:00 a.m. to S:()0 p.m.. 
at a frantic rate of 18 or 20 a week. ,S<'ri|)ts for Orphan Annie. 
SInppv, Penrod and ^am. Good ?cri|)ts and bad seri|)ts. but. above 
all. many s( ri|)ts. 

"Onr main handicap in those da\s was the fa< t that most of lis 
l\|je«l with two fingers." adds Mailini. "This slowed {iroduction." 

The difference ])et\\een radio and tv writing, remarks Martini, is 
at least jiartU mathematical. "In radio, one man wrote 20 scrijits 
a -week. In tv. it takes 20 men to write one." 

lie |)oints to George Gobel as a comedian who sti<'ks lo his ma- 
terial, "lie rarelv ad libs. In fad, he's x er\ |)recise."' 

I'el Milk s|)onsors The George Cohel Show, \H(^ TV. Saturdays. 
I(l:()0-l():ii0 |).m.. alternatelv with Aimour Co. Some $t to $(* mil- 
lion ill radio-tv billing.- came through Gardner Advertisings New 
^ Ork office in 19.) 1. It's .Martini's job to supervise network show- 
originating out of \ew ^ ork and 1 lollv wood, lie nsuallv s|)end> two 
months a \(>ar on the \Wst Coast. 

\\ here would he he if he xveren't an adman? 

"On the beach of Majorca." 



* * * 
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and we'll tell you about 
Country Music in Indiana 



Call il hill-billy or call it folk music. Call it country nnisic. Call 
it what you will. Here at WFBM (Radio ami TV) we call it 
excellent for producing audiences.* 






This is Charley Gore. 



These are Herb and 
Kay Adams. 



These are The Ranf;ers. 
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Indiana Hoedown. 

featuring Gore. Herb & Kay. and The Rangers, 
is on WFBM-TV from 10:30 to 11:00 every 
Monday evening, and 10:00 to 10:30 
Saturday evening. 

The Herb & Kay Show 
is on WFBM-Radio daily at 
11 :05-15 AM. 

The Charley Gore Show, 
with The Rangers, is on W'FB.M-Hadio 
daily at 5:30-45 PM. 

Hnosier Farm Circle, 
Indiana's oldest farm program, features 
the entire group for a half hour daily on 
WFBM-Radio at 12:30 PxM. 

Participations or entire sponsorshi[)s are available, 
subject to prior sale. Check the 
Kalz Agency or the stations. 

^Ihilit upifn request 

WFBM AM&TV 

INDIANAPOLIS 

Represented \aliorially by the Kntz Agency 



Affiliated with WEOA, Evansville; WFDF, Flint; WOOD AM & TV, Grand Rapidv 
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a fornin on r|iK>.v(iriiis of vnrreiit UUerest 
to air adi'vrtisers and thvir afjeacies 



ffoir ccfii sponsors pvotvvi atfulnst rir/lil of pvlvuvtf 
Cfiicl cicfffiiicflioii suHs cirisiiir/ ont of their iv shows? 





THE PICKED PANEL ANSWERS 

GET RESPONSIBLE PRODUCER 
liy Frrd Coe 

I'rmlurrr, \ BC TV, \,>n' York 

Sponsors and 
agencies must 
lake tlie respon- 
sibility of seeing 
to it llial they are 
linked in willi re- 
sponsible produc- 
ers who in turn, 
will bring to 
their shows re- 
-|)onsil)lc writers. 

ll is \\\) to the producer to be very 
alert in reading and producing scri|)ts. 
es|)cciall\ those submitted b\ authors 
who are not familiar to him. One 
\oung writer, just beginning his ca- 
reer, subniitled a script to us: we 
liked il and produced it. We later 
found onl that he had used names and 
actual situati<itis taken frcuu the snuill 
town where he lived. There was, in 
cotis('(|uence. an end)arrassing legal 
suit facing the |)roducing organization. 

.^o thai one rule for a producer 
might be: know a our writer wcdl and 
make sure he understands the law him- 
self. True, writers nuist a\ rite from 
their own experience. Ibit for prolec- 
ti\(; |)nrposes they should be encour- 
aged to co\cr U|) the original sources 
as nmch as |)ossible— change ihe lo- 
<ale. names and situations to hel|) in 
the canu)ullage. 

ll is possible that a writer nun' 
really feel that he has dreamt u|) a 
truly fictional ( liaracter or situation, 
whereas he has subc()ns( iously based 
his thinking on ^erv real life. In ibis 
wav, rescMublaUf (s iiia\- aNo result in 



trouble. While |)roducing one show 
thai had a direci i rilicism of the comic 
book business, I worked with a writer 
who was an ex-artist and Avas (|uite 
familiar with the comic field. In our 
forunilation of the show, we somehow 
subconsciously began to build around 
a certain person in the comic book 
iuduslr\ who had become quite fa- 
nu)u&. His ruime did not once occur 
to us during the whole |)roceeding — 
we were sure we were building a fic- 
tional character. But sure enough, 
oftcr the show, this man brought suit 
( il was. fcn tunately. settled out of 
court ) . 

W ith respect to documentary shows, 
of which we\e done many, it is im- 
|iortant to check each and e\er\ or- 
ganization and indi\ idual inx olved and 
get the |)ro|)er release |)apers from all 



Who wants a libel suit? 

Kecently, a Sl,()0().00() libel 
suit was fded against CUS T\ 
and W esiitighouse o\er a play 
which ap|)cared on Studio 
One. The |)laintiff claims 
that he was one of the chief 
characlers portrayed in the 
|)la\ and llial it was |)lainl\- 
implied that he was the slater 
of a cerlain politician (whose 
real-life murder is as \el un- 
sol\ ed I . 

This is a type of jam that 
no sponsor welcomes. Can 
|)recaulions be taken to a\ oid 
or at least reduce the risk of 
legal tangles? Read what 
si'OiNsoii's |)icked and knowl- 
edgeable panel suggests. 



of them. I'or exatn|)le, when we did 
the documentary drama on Gold- 
berger. the man who dibCO\ered a cure 
for |jellagra. it was necessary for u» 
to contact pe()|jle scattered all o\er the 
world and wail to get verification. W'e 
spent three months doing this check- 
ing. All of our productions need and 
"iel the same thorou"h treatment. 



USE TIGHT CHECK SYSTEM 

By Cecilia M. Miilrooney 

AssislanI to the Ihtsiiipss Maiiafier 
lienton & Houlos, Inc., A'. 1'. 

In order to pro- 
ItM-t our clients 
a n d ourselves 
from suits of this 
nature we ha^e 
set u]3 a system 
of cluvking A\ith- 
in our tele\ isiou 
operation. Pro- 
ducers, directors, 
writers, acccjunt execnli\'es and any- 
one connected with the jdanning and 
production of a television program, 
are made aware of the legal pitfalls 
invohed in using actual peojile, their 
nanu's. photographs or biographical 
material in conne< tion with a program, 
and any such uses are cleared with the 
T\ lUisiness Department. 1 his dej)art- 
ment is responsible for setting up the 
necessary legal safeguards and in so 
doing w orks \ er\ closely w ith the 
agenc\'s legal advisors. 

Anv |)roposed use of people, names, 
etc.. is ( becked with our legal counsel 




lal risks 



ni- 



lo ascertain f 1 ) the 1( 
\olved and (2) what can be done to 
gi\e the Agency and the client the 
greatest |)ossible legal protection 
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tlii'()iij;h methods of pioi edure. scciii- 
iiijr of releases, eto. 

To reduce risks to a iiiiriiimiiii we 
have sot up certain standard proce- 
dures. For instance, one area wlicic 
there is a definite possihilitx of inva- 
sion of privacy is in the u>c of naiiio 
for fictional characters in jirogranis. 
To protect against this we ohtain re- 
leases from various people for the use 
of their names in this connet'tion. A 
list of these released names is then 
supplied to the writers of our pro- 
grams and the\ are re(]U('-ted to draw 
their character Jiames from this. In 
the e\ ent a w riter "dreams up"' a name 
for a sjxM'ial character, we then search 
for a person who legall) hears that 
name and ohtain a clearance from him. 

Precautions must also he taken in 
connection with audience participation 
in t\ programs. One of the programs 
we produce for a major client features 
human interest stories ahout people 
who actuall) appear on the program. 
We ha\e a ?pec-ial office stafT for this 
program which devotes itself to inter- 
viewing these people, checking their 
stories for authenticitx , (jhtaiiiing re- 
leases from participants as well as peo- 
ple referred to on the jirograin. 



MAKE CHARACTER COMPLETE 

Ily David M. Soliii^t'r 

l^of^al Counsel to a rarirty of inlcrt'sls 
in adrertising, radio and tr 
Solinger Cordon. A. \. 

If \ou had been 
a male house- 
holder in the Los 
Angeles area fi\ e 
or six \ ears ago, 
you might ha\e 
received a pink 
envelope ad- 
dressed in a deli- 
cate feminine 
hand. On opening it, )ou would have 
found a letter reading: ''Dearest: 
Don't breathe it to a soul, but I'm 
back in Los Angeles and more curiou> 
than ever to see you. Remember how 
1 cut up about a )ear ago? W ell, I'm 
raring to go again, and believe me I'm 
in the mood for fun. Let's renew our 
ac(|uaintanceship and 1 promise you 
an evening you won't forget. Meet me 
in front of W^arners Downtown The- 
atre at 7th and Hill on Thursday. Just 
look for a girl with a gleam in her 
eye, a smile on her lips and mischief 
{Please turn to pa^e 100 I 





A JUMP 
AHEAD 



KSL-TV's merchandising sei vice puts 
more cash in any advertiser's pocket. 
Every effort is made to let everyone 
know what's doing advertising- 
wise, and our Personahzed 
Service insures full coojjeration 
between local distributors 
and retailers. 




What's more, letters in the 
KSL-TV files prove that our 
merchandising activity forces 
distribution in the Intermountain 
area. For more information, 
call CBS Television 
Spot Sales, or 

KSL-TV 

SALT LAKE CITY 



Serving 39 Counties in Four Western States 
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Of>/>firf iiMMif .vlor«* <'<ill.s- rolttv tv .v/»oii.vor.\li i|» sah's success 



"We aif (Iclijilitcd willi llic >al('s 
K'siilts. . . riuit"> liow l>ill Hail, 
adx <'i li>inj^ iiuinapei of llie While 
lloiix". Sail Kiaii<isc() <l('|»arliiif ill 
oloio. (li'M 1 ihcd llie rcsiill^ of a |)n'- 
(llii isliiKis Iclcx ision caiiiiiaijrii. 

I lie >l()i(' >|)()iisoi"('(l I ('-x\e('kl\ 
Santa's U orksho]) on Kl{()i\-'l \ . lele- 
cnst ill rolor said lo 1)0 tlie fir^t Ini'al 
color IV sliow on the W'esI Coast and 
liie fii.-l color l\ profirniii an yw lierc 
s|)onsoied 1)\ a (le|)arliiient >toi('. For- 
mal of llie slidw (•on>isted of Saiila 
(.hni!- I|)ia\ed 1)\ Gerr\ Wallei'l dcni- 
(>ii>t ralinji and displaxiii^ a \vid<' \a- 
ri('l\ of to\> in his Norlli Pole work- 
>liO|). Ill addition lo lo\s. iho coinmer- 
cials |)hij;j;ed from -^O lo 7.> ()lli(»r 
ilenis of pjeneral inerchaiidise. 

Ad maiiajier Hart, hesich^s hciiip ilo- 
lighled willi the sale> results, said llu; 
slore was ''e\lreinel\ |)roii(l lo have 



iieeii the conntrv's first de])arliiienl 
>tore to sjionsor a color l\' show. This 
\ear we have onjo\ed the most siio- 
( essfiil lov season we \e seen for main 
\ears. <()iitrarx lo the e\"|)erieiice of 
oilier retailers in this area." Ihirl said 
llial as a dirtv't result of the show s 
oomniereials, more than 10, ()()() jiieees 
of mail were received from children. 
Ml tlie letters were answered, he said. 

" llieieV no donht in m\ mind thai 
color t\ will he an iiii|)ortant sales tool 
for de|jarlineiil stores in coming years. 
1 feel certain thai ihey will l)e<-oiiie 
amoiifr I he hi'jjiosi users of television 
as soon as the commercial ap|)lieali()n 
of color emerfjes from its itiilial e\- 
|)erimeiilal stage. And that should he 
])rettv soon." 

Agency for the store's television ac- 
tivity is Bernard I'. Scliiiitzer. Inc., 
San Franciset). -k -k * 



O-l-oJ* ('<iiii|><ii«/ii pt'tn-idcs 1. 100 dalls far iicctfi/ fi'trls 

\ pnhlic >er\ i( e ( anipaigu doigned 
lo give tlolls lo little girls in hos|>itals 
and <)i|>liaiiage>> resulted in laiigihh^ 
good will toward llie co-s|)onsors 
WOWO, Fort Waviie, hid., and Cd- 
gate-Faliiioli\ e Co. 

Tln^ (^liiislnias |)rojeel worked like 
lliis: \ few weeks hefore Clirislmas 
WOW 0 gave hrief annouiu'emenls ask- 
ing li^leHers to send in l-"al> Ixivtoji.-. 
The Ixixtops, said WOWO. would he 
used li\ the stalioii to "hn\" dolls for 
needy children (two giaiil or four large 
lo|)s "bought" one dolh. i)is|»la\s in 
more than 100 grocerx stores also told 
Ihe .-lor) of the W'OWO-C-P "()i)era- 
liou Doll)-."' 

Listeners coiil iihul(>(l more lliaii 
1,000 I'al) ho\to|i- and more lhaii 
l.lOlt dolU were donated h\ (]-P in re- 
turn for the lo|)s. On each hox wa> 
(he nies.-age. '"I'Voni the fiieiuU of 
WOW'O." 

Ill addition to the pnhlic >er\ice. the 
|)rojecl nioNcd merchandise. W ithout 
>o miK li as a 




single comnieri'ial on 



WOWO staffers help deliver needy girls' dolls 

Fah, C-P reports that there was a iio- 
tioeahle increase in December sales in 
I he area. 

In the |)ictui'e, (^arl X'andagrift (b), 
WOWO manager, and Hilda Woelir- 
nie\er (r.). W'OW'O ]iromolion man- 
ager, as:^ist in holding open ,slndio 
door> as girls of the station .**lafT carr\' 
boxes of dolls lo cars. W'OW'O ex<vu- 
ti\(^s delivered the dolls in their own 
cars lo need) girls within a lOO-niile 
railius of the slation. * ★ * 



C'imi.v acts (looK'iiM/ uf/fiifi/ 
Studs tr helps (>ii.viii(>.v.v 

Telev ision has burl his uiolion |)ic- 
lure business. reports Ceoige .\. 
11 amid, but it's been a boon lo circii> 
and aimiseiiieiil acl>. 

llaniid owns a chain of South Jersev 
molioii jiicture theatres. He's also the 
operator of one of the largest booking 
agencies for circus ads. 

l"x has helped his booking agencv in 
two wa\s. sa\s llaiiiid. First, once his 
a<-ls go on television they become so 
well known and |K)|)ular that their 
|)riee goes up. Secondl), he says, that 
iiian\- fairs and amusemenls |)arks now 
are booking acts through bim sight iiii- 
>een. " \11 they seem to care about."' he 
assert>. "is that the acts have television 
credits. ' 

liecause of Ix. llaniid said, circus 
|)erforiiiers now are being accorded the 
same |)opularity that stage and screen 
>lars enjo\. Ilamid beliex es that tv 
w ill bring out a new croj) of circus anil 
iiovelly talent. 

"Animal acts ;-<> far apjiear to 
lia\e gone over best on television." 
Ilamid lias found. "And almost any 
skill act will be successful on tv. How- 
ever, wexe found that some of our 
comedy acts, for some reason, can fall 
absoluleh flat. Strangel) enougb. we 
find that a small. unkiHuvn act will go 
over bigger with Ix audiences than a 
xvell kiiow ti standard cireu? act."' "* ♦ ♦ 



Fiii|>fo;/tii<*tif ft4/<'ii<'i/ fiftppi; 
with rtnlio 'help watitetr ttds 

The classified pages of uewsjiapers 
are becoming vulnerable lo com|)eli- 
lion from radio. 

One of the latest of a groxving luim- 
ber of jirograms based on the classified 
pages format is aired 1)\' W'HLl. Hemj)- 
slead, Aew York. Since Sejilember 
1954 Kennedy Fmploynient Agency 
and T()|)s Temporary Personnel have 
been running "'lelp wanted ' and "sit- 
uation wanted" announcements on the 
station. 

Kenned) and Tops Temporary Per- 
sonnel share s|)onsorsbi|) of five-min- 
ute nexvs broadcasts aired three times 
weekly at 4:30 ]).iii. The ap|>roxiinate 
cost is §18 a |)rograni and is the first 
radio expenditure b\' the com|)anies. 

"I didn't expect any immediate re- 
action to nix radio advertising," Wil- 
liam Kennedy, |)resideiil of both |ier- 
( Please turn jxige I 
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s Easjr What Y<ra Know How! 








^ae^ and 

STATIONS 



KANSAS CITY: KCMO Radio & KCMO-TV n,K=.,A„^ 
SYRACUSE: WHEN Radio & WHEN-TV k« 
PHOENIX: KPHO Radio & KPHO-TV t.,k....^ 
OMAHA: WOW Radio & WOVV-TV 

Belier Homes and Farming 



Affiliated Wi 



and Gardeos 
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1HE BUFFALO EVENING NEWS STATION 




CBS BASIC 



1 



WBEN-TV 




WBEN-TV LEADS THE WAY 

1st on the air ... 1st in know how , , . 1st in experience. WBEN-TV, 
Buffalo's favorite station, is also 1st in Niagara Falls, Olean, James- 
town. Lockport and other Western New York communities. 
WBEN-T'V has high penetration in Toronto and Southern Ontario. 
Trained and experienced personnel of Buffalo's 1st station are 
equipped to interpret and handle your advertising needs. . . . 



Ihfl WVEN^rV Story fwvm HARRINGTON, RIGHTSl A PAKSONS. INC. 



from the gang at 



KGVO 



CBS 
RADIO 



and 



KGVO-TV 

1955 will be MORE 
prosperous with a 

1-2 sales punch 

in WESTERN MONTANA 




GILL-PERNA, reps. 



TV 



If 



MISSOULA, MONTANA 



WHBF 



ROCK ISLAND, ILL. 
CBS FOR THE QUAD-CITIES 

is favored by location 
in a 4-city metropol- 
itan area, surrounded 
by 10 of the most pro- 
ductive rural counties 
in the nation. 
In both radio and tv 
WHBF is the Quad- 
Cities favorite. 



Lcs Johnson. V.P. and Cen. Mer 




WHBF 

TILC4 tWlWW, t(Kl IIUNB, llUirQ«S 
hprnntiJ ki Anry-lntJii, In. 



!-oiiiiel aj^eiicies. told SI'O.nsok. "Hut 
within the first week we had three pro.— 
pe(:ti\e clients and more tJian a dozen 
applicants for positions. After six 
weeks the WHLI broadcasts hrouglit in 
more than SO new clicnt^ and ai^jjli- 
cants from \arious parts of Long Is- 
land."* He said that prospec-tive clients 
arc impressed with the agency hccaiise 
of its use of radio in addition to news- 
paper advertising. * * * 

ISrU'Slif . . . 

Pointing out Broadcast vXdverti.-ing 
Hurcau s change in name to Radio Ad- 
\erti&ing Bureau is Miss Radio for 
195.5. According to Miss Radio, who 
apparenth had a peek at the member- 
ship files (which is only fair since the 




niemhcrs now can ha\e a peek at her I, 
RAB has more than {550 menihers. 
The) include individual radio stations, 
networks, station representati\'es, tran- 
scription companies and affiliated or- 
ganizations. 

* * * 

The last four months of 1954 saw a 
dOO'f increase in national advertising 
for W'VI'X-TV. Norfolk, \'a.. accord- 
ing lo T'homas P. Chisman, president, 
(^hisman reported that his uhf outlet 
cnjo\ed a 200*^? increase in local sales. 
And he's predicting a re<'ord }ear for 
19.55. 'New national ad\ertisers on the 
station include Bukna. Gordon's 
Foods, Pepsi-Cola, Kool, DeSoto-Ply- 
mouth, Manischewitz wines, Sunshine 
Biscuit, Budweiser. 

( I'lease turn lo pai:;c 120) 
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roil MiGHT SKATE lOO YAiiDS 11% 11.4 SECOiViPS* - 



BUT. 



PULSE REPORT— 100% YARDSTICK 
KALAMAZOO TRADING AREA — FEBRUARY, 1953 
MONDAY-FRIDAY 





6 a.m.- 12 noon 


12 noon-6 p.m. 


o p.m.-mrdnigfit 


WKZO 


59% (a) 


59% 
14 


48% 


6 


21 


23 


"■■ C 


5 (a) 


4 


6 


D 


4 


4 


4 


E 


3 


4 


7 


MISC. 


9 


14 


12 



(flj L>oe5 not broadcast for complete six-hour period and the 
share of audience is unadjusted for this situation. 




"I.oretla Mctzcl set this u i 
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• • YOU NEED WKZO RADIO 
TO SET RECORDS 
IN WESTERN MICHIGAN! 

You just cant (over Western Michigan without WKZO. 
Pulse figures, left, prove that W'KZO gets the lion's share 
of the audience. 18 hours per day! In the afternoon, for 
e.xaniple, WKZO delivers 32l.4'/f more listeners than Sta- 
tion B, for onlv more niorie\. 

Pulse isn't the onl\ yardstick. Nielsen, too. credits 
W'KZO — with 177. 7*^? more average daih da\tiine families 
than Station H! 




CBS RADIO FOR KALAMAZOO 
AND GREATER WESTERN MICHIGAN 

Avery- Kiiodel, Inc., Exclusive National Representatives 

hi s record for women at Detroit in January, ]029. 
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WORD LAZY? 

i Continued from page Hi 

wliicli would he a far les~ >eriou> siii. 

Tlic matter of the \\roii<i choii e of 
\\ ord> in tele\ i>i()n hring? us to a? 
the\ sa\ the licarl of the suhjett. 
Several \ ears ajio I heard coj); w riters 
referred to as coijyats. This may ap- 
]>\\ to roj)\ w rilers in all media toda\. 
hut will] the t\ wilier it s more apt to 
he aj)j)ar(Mit. Ha\'e yourself a miser- 
able e\eiiinji watfhing W sometime^ as 
\ ou comit the numhei of limes the 
follow iiiji words and ])hrases ring out: 
hi: )es: amazing: re\ olutionar\ : sen- 
sational: what's more: hut first: fin- 
est: ever: ue\er hefore: greatest: ah- 
^olutel\ : >o stoj) in: friends: folks: 
first thing tom(irrc)w : it > new : il s 
here; for the fir>t time: actualK : 
that's right; rememher; wonderful: he 
sure to: the wdrldV mo>t: topical: 
thanks to. 

Honest it is j)o>sil)le to write hard- 
selling rommerc'ials without resorting 
to an\ of the al)o\ e. \ot ihnt the\ 're 



not perfectK innocent English words, 
acceptahle to an\ crossword jiuzzle 
and in connnon usage in every home, 
hut they re badl\ in need of re.-t on 
tele\ ision. The public just doesn t 
hear them ain more. 

Yv commercial cop\ lias fallen too 
nmch into a j)attern. ^ ou get that un- 
easy feeling walciiing and hearing 
(ommerciaK that, in most cases, to- 
day's ''pro" is content to knock it out 
the same old wa) every lime, lazily 
dropping in different j)rodu<t names 
and sales points \\here\er they con- 
\eniently fit. 

Let nu' cite an example of formula 
wiiting. 1 didn't copy thi> down at 
the exact moment I caught it. I didn t 
have to. 

AAWOIWCER: Folks, we received 
a \ery wonderful letter recenth from 

a Mrs. . who had some very 

nice things to say alxjut our product. 
And rather than read it to \ou we'\e 

invited Mrs. to be with us 

toda^ to tell \ou in her own words. 



Hello. Mrs. . {As ij he 

hadn-t seen her until this moment.) 

MRS. X: Hello, Tom. [As ij she 
hneu him u ell enough to call him by 
his first name.) 

A.WOiXCKR: 1 understand. Mrs. 
. that )ou re the mother of 
three children. It that right? (0/ 
course it's right. He knows it. She 
/.nou s he hnou s it. 7 he viewer knows 
she knows he knows it. I 

Mrs. X : That's right, Tom. 

AXXOUXCKR: The> must really 
keej) \ ou hojjpin'. huh? 

U'OMAX: The\ certainh do. Tom. 
And that's win (Product \ame) is es- 
pecialK welcome at our house. iCO.M- 
MERC'lAL, COMMERCIAL, COM- 
MERCIAL.) 

AXXOIXCER: Well, what you've 
told us, Mrs. certainly ap- 

plies to all mothers. ( MORK COM- 
MKRCIAL) Thank \ ou very much. 
.Mrs. \ . 

MRS. X : You re welcoiue. Tom. 

i Please turn page ) 




\i'tc sttilitms an (fit* 



CITY t, STATE 



CALL iCHANNEL 
LETTERS NO 



HENDERSON, No 



MINNEAPOLIS, Minn. 



KLRJ-TV 



KEYD-TV 



PHOENIX, Aril. 



KTVK 



TAMPA, Flo. 



WFLA-TV 



ON. AIR 
OATF 



ERP (kw)' 

I Visual 



Antenna 
(ft) — 



NET 
AFFILIATION 



■ STNS. 
I ON AIR 



SETS IN 
MARKETt 

1 000 1 



PERMITEE & MANAGER 



15 Jon 



9 Jon. 



31 Jon. 



5 Feb. 



1 1 258 



316 451 



100 1,668 



316 1,034 



NBC K LAS-TV- 18vhf 



Du M WCCO-TV 550 vhf 
WTCN-TV 
KSTP-TV-* 
WMIN-TV'' 



KOOL-TV 103 vhf 

KPHO-TV 

KVAR1 



NBC WSUN-TV'> 125 vhf 



REP 



Soutl-wtsttrn Pub. Co. Pearson 
Donald W. Reynolds, 
pres. 

A. E. Cahlan. v.p.*trcas. 
Robert Gardner, gen. 
mgr. -sis. mgr. 

Family Broad'astlng Corp. H R Tv 
Henry 0. Klagcs. pres. 
Jo:pph E, Dahl, v. p. 
Lee L. Whiting, v.p.. 

gon. mgr. 
Kenneth E. Pettijohn, 

sec. 

0. T. Skar.se. treas. 
Raymond J. Tenpenny. 
asst. mgr. 

Arizona Television Co. Wted Tv 

Ernest W. McFarland. 
pres. 

Lern M. Nowell, v p. 
Kalpli A Watkins. v.p.- 
treas. 

Edward Cooper, part 

owner 
H. R. Larson, sec. 

Tribune Co. Blair T» 

D. Tennant Bryan, bd. 
chmn. 

John C. C«uncil, pres.- 
treas. 

George Harvey, gen. mgr. 



BOX SCORE 



V.S. stations on air, incl. 
Honolulu find AlosLa M.') J(ni. 

■Markets covered 



121 



I'ost-lreeze c.p.'s granted (e.r- 
rluding 31 educational grants: 
\'t Jan. ''^5} 
Grantee.'! on air 



Tr .sfl.s in I . >. ( 1 Dec. 

'54) . . :t2.UUU.<i00^ 

r.S. homes with tv sets (1 

iter. •,>!) 



•Both new c.p.'i and matlorm KoJnR on thf air Hstrd here arc those wJiJrh occurred between 
2 .Ian. an<J Jj .laTi or on whJrh hifotinattnn (muM lit- (tbtalnifl tn tliJit pfri*!'! StiiJionf; are 
comidcred lo bo on the ilr when eommerolal (nioratJon staru. • • P'fTt-fMve radiated power. Aural 
power URuaHy )■ one-half the visual power. •••Antenna helKhi ahore averace terrain (not 
at)f/TO rround). tlnformatlwi on the number of seta in markets where not (JeslRnntwi as beJne 
from N7IC Flesearrh, eonsUlii of entlmaloi from tha stallnna or reps and must be deemed approxi- 
mate. IData fr(;m NltC Research and PlannlnR PcrrcntaRei bastMl on homes with sets and 
homen In tv em-rraRc arra« nre considered niiproxtmatcJy ''in mttst rn^es, the representative of a 
ra<-no BtatJon which in Krantc<l a c p. aiso represent* the new tv oiieration. Since at preiaU^c 



tt is Kcneraily too eariy to conrtrra tv represomatives of most Kranleei, SPONSOR ilstj Xtit 
rens of tiie radio stations in tiiis column (when a radio station has been Riven the it Krant). 
NTA : No flRurett avaiiabic at presstime on sets in market. 

'TldJi number includes inanls to pcrmlfees who have since surrcnderefl their c.p.'s or who hare 
hiid them voide'l hv FtT ^Ki.AS TV is located in Las Vcnas. Nev.. ahmit li mlies from 
i[cndors-)n. :*i<STP TV and \V.\ilN TV are located In St i'fiui. MvVAR (tv) Is itn-ated In 
\icsfl. .\ri7 . abniTt K> mile.'; fruni IMnx-idv. f-Wsl N TV is located in 81. Potersburc. Fla., 
about 2» miles from Tampa. 
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*IIOOI*EK RADIO INDEX — 7 a. 111.-6 p.m., Moiiday-Friday. iNov.-IVr.. 1951 




►•-CONTINENT BROADCASTING COMPANY 

President: Todd Storz ' 



KOWH, Omaha 
Represented by 
H-R, Reps, Inc. 



WTIX, New Orleans 

Represented by 
Adam J. Young, Jr. 



WHB, Kansas City 
Represented by 
John Blair & Co. 



WHB 

10,000 watts on 710 kc. 
Kansas City, Missouri 
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IWOl \CI:K: lUo iioNN. 

Sincere and luiiie!-! a> the alio\e 
interview nia\ ha\e heeii. il flidii t 
come olT. Nh wifeV ronmicnt \\a>. 
■■|>aluiie\ ! 

Xothinu -lioukl satisfx a writerV 
conH ien( e more lhan heing able It) 
lake a piece of <oj)% from his t\|te- 
\\ l iter and honesth sa\ : " This copy 
i- sound at'cordiiifi 1(5 what i know 
about biisi<' advertising and it does 
not <-ontain the same words e\er\ 
otiier commercial contains. And 1 ni 
not referring lo big or fancy words 
either. ,)u,-t a few nice s\ non\ ins now 



and then. 

All co])y. of (•()urse. is at the mercy 
of the talent who delivers it. Ju-t an- 
other reason win the Avords must 
work harder. 

Here's something else to think about. 
l"re(|nently certain kcv words some- 
times a vital part of the basic tlieme 
e\|iression are lifted bodily from 
print ad\ ertisements and dropped into 
the unsuspecting mouth of the tele- 
vision announcer without regard to 
how sincere and sensible the\ will 
sound. Fre(|nently this doesn't work. 
A series of adjectives, for example. 



which cap ofT a neat, crisp headline. 
Fine in j)rint. Grinding, irritating 
and — again — phon) in televi>ion. An\ 
basic theme j)lanning for an advertis- 
ing cam|)aign in which television -will 
play a part must keep this unique 
medium in mind al the point of con- 
ception. Most words adapt well. But 
those that don't should be changed. 

I'oilowing i^ a brief sunnnary of 
jjrinc iples which may be heljiful to the 
television copywriter Avho wants the 
words in his commercials to rise ai)OAP 
the mob and be noticed: 

1. Keep the words simple. 

2. Avoid the overused variety. 
There are ])lent\ of everyday words 
that baven't \et become threadbare. 

3. Once you find a new word or 
phrase, don't sit back. Others will 
imitate vou. It's a constant chase. 

4. Respect the Avords. Together 
with the pi<-tures the success or the 
failure of your sales pitch depends 
upon them. 

5. Fet the pictures carry tbemsehes 
as far as pjossible, with the words onl\ 
j)ointing them up. 

6. Without sacrificing pace, relax 
a little and tr\ to underwrite. A few 
pauses don't ha\e to kill the com- 
mercial. 

7. He sns]ncious of phrases that 
flow too easil\ into \ ()nr copy. Chances 
are. you heard it said that wav the 
night before. Fornnilas are insidious. 

(!. W hen moulding words into a 
basic th(Mne line, think first of tele- 
\ ision if television w ill ever plav a 
part in the campaign. It is simple lo 
adapt these words into advertisements, 
but it can be murder in re\erse. 

Products or services which do not 
lend themseUes to dramatic demon- 
si rations cry the loudest for fresh- 
sonnding words to mannfacture tire 
excitement whiih the pi<tures ihem- 
selves cannot pro\ ide. For exainjde. 
il is entireh logical that the \iewer 
by now is getting a bit tired of seeing 
models pulling on cigarettes. Uul when 
a famous person talks about the ciga- 
rette in a dilTerent way. with bright 
and j)er^onal words, tlun're bound to 
rate special notice. 

I he old adage, "wi ile like ])eople 
talk." cannot e\en be trusted ain 
more. Driving from Detroit to Willow 
Hun re<f^ull\ with a friend in his fa<- 
l()r\-new anlomohile, I sensed the 
opportunity lo pick uj) s(5me words 
for a commercial. I asked him what 
he ihonghl of his car. 

"Oh. it's realh lops,'' said he. "It's 



CALIFORNIA'S 
BIGGEST GOLD 
RUSH SINCE '49 




And wtiat a rusti It has l>een! 

In the short period of just 60 days. 
national and regional advertisers 
have moved their half-hour slio\s-s to 
(JIANNIiL 6, the station that covers 
rf//the SAN DItiCK). C;ALIF0RN'IA 
MARKi: 1 

Advertisers in the HILIJON DOLLAR 
SAN milGO MARKLT are digging 
for sales. 1 hey are calling on the 
down-to earth, pick antl sho\ el selling 
met hods of station SELL... and they're 
striking Southern California gold I 

We've no secret formula, hut there 
must he . . there are . . . good reasons 
for this great migration . 

• TOP RATINGS 

• LOWEST COST PER 
THOUSAND 

• INDIVIDUALLY PLANNED 
MERCHANDISING 

Would you like our 

WEED TELEVISION 

Representative to call.'' 

JULIAN M. KAUFMAN, General Manager 

(jtncral Offices: 4229 I'ark Houicvnrd 
San Diego 4, (^;difornia 
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MARKS 
THE SPOT WHERE 
IT HAFPENED 



PAVORITE STORY" 

QlYmpid Beer 

"CISCO KID" 

Webert Bread 



^f}^ Vogue Soap 

■^^f^ "WATIRFROMT' 

"^Jff^^ 5tandfird Oil Co. 

^j^^^AHNIE OAKUET" 



"WATCRFROMr' 

Standard Oil G>. 



Ltjuro Scudder Potato 
Owpi tk TV Time Piopcom 
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SPONSOR 



There is a 

DIFFERENCE 
between 

Radio and Radio 



Radio's immense strength . . . the opportunit)' to 
talk with masses of people frequently and economically 
... is employed fully only by advertisers who dis- 
tinguish between run-of-the-mill radio stations and 
great radio stations. 

There can be a tremendous difference between two 
stations in the same market. A station's programming, 
management, public service and facilities make it 
mediocre or good or great. A great station amasses 
huge and responsive audiences, because the character 



of its operation earns the confidence of its community. 
The radio stations we represent arc great stations in 
important markets — stations whose character has 
earned them significant leadership. Their time is not 
cheap, but the solid values they deliver bring you the 
///// economy of radio. 

One of our experienced staff is always ready to discuss 
with you the application of great radio to your 
problem. 



THE HENRY I. CHRISTAL co. inc. 

NEW YORK — BOSTON — CHICAGO — DETROIT — SAN FRANCISCO 

Representing Radio Stations Only 



XX'BAL Baltimore (NBC) 
The Hearsl Corp. 

WBEN Buffalo (CBS) 

Buffalo Ereiiing Neirs 

WGAR Cleveland (CBS) 

Peoples Broadcasting Corp. 

WJR Detroit (CBS) 

The Goodwill Station. Inc. 

WTIC Hartford (NBC) 

Travelers Broadcasting Service Corp. 

WDAF Kansas City (NBC) 
Kansas City Star 

24 JANUARY 1955 




Measure of a Great 
Kadio Station 



KFI Los Angeles (NBC) 

Earle C. Anthony Inc. 

WHAS Louisville (CBS) 

Louisville Courier-] ournal & Times 

WTiMJ Milwaukee (N'BC) 
Mil u at/tee Journal 

WGY Schenectady (NBC) 

General I'lectric Company 

WSYR S>racuse (NBC) 

Herald-Journal & Post-Statidard 

WTAG Worcester (CBS) 

W orcester Telegram-Gazette 
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a lidiR'v to rlri\e. Be>l |)('if(jrinatK"e a 
rar c\er ofTered. Viid it lia> terrific 
(-l\ling tlii> \(>ar. too. ICvcr sec ^uch 
a heautifiil car?" 

Tlio.-e words oaine slraifilit fr(Hii his 
lieart. I tn |)Ositi\e lie incatit e\ciy 
>\ liable. Ml I coulil think of w as, 
wouldn't that sound jihoiiy on tele- 
\i^ionI It s just hft'ti said too many 
tini('> hcforc in the -anic iiianiier. 

W ill the [ircssure of xolunic which 
telcvi^iun demands of its < r(^ati\e peo- 
ple threat(Mi to make impractical a new 
kind of copy ipialit) ? It shouldn't if 
the writer considers his <-ontrihutioii 



to selling more than just getting a 
hasic idea and then 'Tdling in tlie 
words. One additional draft of much 
of the mediocre copy now recited on 
tele\i>ion might do it. In other word>, 
it s a new frame of mind rather than 
hours of additional work that can helj) 
the coi)\ w riter find tlujse hetter words. 

Lets not be fooled b\ teknision 
camijaigns which lia\e succeeded in 
spite of trite copy. Who is to sa\ that 
any conimercial. no matter how suc- 
cessful, would not ha\e sold twice the 
goods had the copywriter tried a little 
harder? •* * * 



RADIO BUILT STORES 

iConliiiued from page S0» 

"Our music programing has sure- 
fire apj)eal to the type of persfni who's 
interested in records, or concerts or 
jdays. And the community events 
shows in Silver Spring create a good- 
neighbor feeling for our store there on 
the part of the residents. Almost every 
listener is a good pros|HH t for one or 
the other of our juodncts and ser- 
\ices." 

The Felds' jump from prescriptions 
to phonograph records was more a 
stroke of luck than a premeditated hu-s- 
iness e\j)ansion. 

Soon after the Felds o])ened their 
drug store, they bought $]5 worth of 
l)opnlar records and played them for 
the lunch-counter customers. .Almost 
inimediateK t ame demands for the 
recoi(l>. 

After some fast rearranging a rec- 
ord counter was set up between the 
drugs and the notions and soon be- 
came the store's most crowded area. 
The Felds Ix^gan stocking more and 
more records until. toda\ . the music 
department occupies about half of the 
original drug st(ne. 

Sometime during this initial period 
of exjiansion one of the Felds de^cided 
it would he smart to advertise. "Our 
big lecord department made the place 
different from an ordinary drug store.'" 
says Isiael Feld. "We wanted to tell 
peoj)le about it." 

There wasn't too much extra cash 
around for advertising, so the Felds 
looked for the most econoniicaJ buy. 
In 1912 they launched their first radio 
\enture, a 20-niinute participation in 
a WW ])(] disk jockey i)rograiii. The\ 
have been using nius}o-and-<-hattcr 
show s on radio e\ er since. Here's wh\ 
this t\pe of programing has j>ro\en so 
effective: 

1. Broad atlull appeal. T\ pical ret - 
ord-.slu)w" audience consists of adults. 
jazz-liap|)y teenager,- who are natural 
( n.-toniers for rtvords as well as drug 
items. 

2. ric.xtble coiniiiern'als. Hallmark 
of the d.j. show is its relaxed, informal 
(ommercial. The star often works 
from a fact sheet without written copy. 
Uecord business is uiipre(li<table. often 
iKH-cssitates last-minute <-opy changes 
wliicli are easiK made with this typ(i 
of program. 

Commercial flexibilit) biN-ame even 
[I'lensc turn to pagr 92) 

SPONSOR 
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IN 



EATING and DRINKING 
PLACES SALES 



Sales are high, and going higher, in 
local eating and drinking establish- 
ments. The cheery jingle of cash regis- 
ters is constant proof that Phoenicians 
like to "eat out" — like to enjoy a 
friendly glass with congenial com- 
panions. 

Is YOUR product profiting by this 
appetizing market? Let KPHO and 
KPHO-TV take your sales story to the 
most potent pocketbooks in the Phoe- 
nix area! You'll get gratifying results 
for your advertising dollars. 



SOLD 

reSuk^d most effectively through 



KPHO-TV KPHO 



SOW 



CluinMlS • (SS Basic 



mm - AlC Basic 
Hi Fidifiry V«fct of Arlumi 



AFFILIATED WITH BETTER HOMES and GARDENS • REPRESENTED BY KATZ 
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MANAGEMENT 

based on . 

YEARS EXPERIENCE IN 
RADIO STATION OPERATION 



M«*asnrt* 
of u Great 
JRadiu Statioit 





BEST Facilities 
I 

BEST Circulation 
I 

BEST Local Programs 

BEST Production Service 

i I 
BEST Customer Service 




NBC Affiliate 



Jrvice 



The ten people in management positions, at WSYR apply to 
their jobs the judgment and skill acquired from a combined 
total of 143 years in the broadcasting business right here in 
Central New York. 

Each of them . . . from Company President to Traffic Manager 
, . . has spent an average of 14.35 years learning how to 
produce a superior broadcasting service in this particular market. 
WSYR's Director of Programming, for example, has been with 
the station 19 consecutive years; its Chief Engineer, 25 years; 
its Director of Sales, 15 years. 

These people do more than just operate a radio station. They 
serve their community . . . participate actively in its civic life 
. . . work hard in its social welfare causes . . . share the leader- 
ship of its churches and schools and c^ubs. 

From long experience, WSYR's management serves the needs 
and tastes and public interests of a great service area which 
embraces a population of a million and half, with an annual 
buying power of two billions of dollars. 

That's why Central New Yorkers rely on WSYR more than on 
any other station. 

Get the Facts About WSYR from 
The HENRY I. CHRISTAL CO., Inc. 




SYRACUSE 
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STATION A-1.07e 



STATION B-1.5% 



STATION C-2.8% 




WDAY-91.7% 



WDAY POLLS 91.7% IN 

THE 41 COUNTIES AROUND FARGO! 



The Nor 



)rtliuest Audit C()ni|)aiiy of Fargo 
has just com|)l(Me(l a Rural Uadio Sur\ey in 
tlu^ Keil River ^'alloy Aroa. A double post- 
card was mailed to 3,200 rural families living 
within llO niilos of Pargo, in all dircotions. 

n his (jncstioii was asked eacli family: "To 
what one radio station does your family 
listi'u tlu! most 

l\icntY-fivc stations were iiicntioned in the 
return-,. Of the 16H1 re|)lies, 1541 preferred 



WDAY! Rural listeners ehose WDAY .VJ to 1 
over the seeond-hest station — 77 to 7 o\er 
all 24 other stations roni/)iner/.' 

This survey, whieh eovered 41 eoUutics in 
North Dakota. Minnesota and South Dakota, 
is a [x'rfect example of the almost imhelie\- 
ahle pr<»fer(<n<'e that WDAY eujt)\s in this 



ric 



h f; 



irnnuK area. 



Get all the facts frt)m Free & I'eters — or 
write us direct. 




WDAY 

FARGO, N. D. 

NBC • 5000 WATTS • 970 KILOCYCLES 

'HHK iH. PETHRS. INC.. K.xclusiir \nlional Kcprrsonlalivcs 



SOUTHWEST >IIRCIINIA-s/7«0/fee^ RADIO STATION 



Jka n u a r y 




! Sporti I ' ' 




and explanallans la help yau uae this eharl 

. _ i»l»n] inil pmdurtlm onl», rtn "oi tntludu 

•• 4(ilri*Ud \totu tor trrtMi rlic tmrd prorrtmt *i* Hum on 
. Ill limn, irxludlnt piotrtm rtpMl Ilmri. ttt EviUrn Srsn'lu'd. 
■jf •08NEVUTI0K8: C, CtalHl": Clue. Clntln"«l; D, DtU. D.lrolt : H 
™ JoaiuHBoii,; WlnnMpolH; (i Tort; RIfh, BIfhmood; Bt L. 

mi.h. Wuhln»UiB, D C.; T.r, ■■rlou* 
EtIlB AIABEVIATI0N8: HI. ilUrtiU*: m. oil4nl»bl; o, MWnl pt, BraJucUi f. rep.it 

II TO..r: HE. .miih..>r: .MW. ..ioo'mi. L. ii>»; Tvi"",.'"";"*', ' 

, ibvir nrrlt^ ni lOO titiluni, DriilDiin In NTC: B. timukul 
|*IC: Irtt, Cr.Ur; «| il^oo, lor I pro«r.mi ««ltlT. U . W. F: ' 

"ff-J-i pta. BrMklut Qub, >|.F Ctfl alii ; n-nKT.- -n tfair t1-,l.i. > * ' • 

n'''^" t[jjilft|„ * l,1ll»nltl.t; I'lillr,, (lui.klni: S-ltl. JMT: II— k<ni..t A C"-. •! !* 
■ •I.I (Jijik„ o,„ llnl.iil irf niuilit. IliWll A J.nJu. ', hi 

P«; 6«ir.,, M F. 10.ir.3e tm; ilmukfl M-Th lOJO IiaO ■™: '"I'* 

lour. lOO'luS ttillo tltrlont, prlHnni« NIC. f'ner [wlnU 
■ rVifn**"" orlilotM W»<fiI"iU.n, 484 rurlwii 

J"" *. C. )ghM«o. S Dwi .trip.-, tald M ptcktl*. tin* Itlrot la.OM < 
'■,".•11: UiiM*. (iiso: P«M II l« Miffk*^ 

tUj piu Lnm Hiivt, Un, Hudmil a*}»; 



1 1:30' I 

Ani(r. iflT't-.. --- -. 

Anicr. S*t*tT RUDT, McCuui- Erkki 

Sun v a-.M eui 
Amor. Tol)»'c», BUtJQ- CBB. Puo f T SO pra; CBS, 

M' F i fSIO pm: sue. n 030.10 did 
AnhtuMTiBuwh, D'Arrr: ABC, h|.F O:S0'4S pm 
ArniMit, Henri. Itiirir & Mr1tc-n*U: COB, tl F* 

ll llilS; 1.1:15 pm 
Antmbllf* rl OMl, W. K. Binnttt: ABC, Sun 

lO'SD ll pm 

B*nkiri Lll* t Cunnlly. nrint. Kilinrii.k A: 
llak-r .\0r Sun IN- li)-t& 
; -3a- ii fm 
Btrnk. LJ'Ar..)' .M[|'. !<iiti g.B'IS j,ni 
Bill T*l*|h*M. it*'-. NBC, M P.OJO 
B*ll*nt, UlUa & Krtnscr: ABC, Ruo ft: 
' IfBS til T T'^0.4S pm 

flrahM, W r Btcstu: ABC, Bub • JO-4 pa 



CID, tltniT J Kiurmfin: AHC, M F T.r:l} P 
Clllti 6*n\u, Elllniltn' N'BC, M tiV " 
Coail FlihrriM, Lariui Btkcri tmC, 

i 3D. 4} DID 
C«*.C*li. D'Arrr. ItBS, T, Th lAi * pm 
Cil0*l*.P*lm.'PriI, Fjit; SBC, HI' IMI) 

im- » is-sn r>m 
Cnnielldclid Cuiniahti, ir,ink H. t^urfin' ''j,'" 



wa/f/ng fo HE>\ft from you . . 

118,560 families weekly! 
92,070 families daily! 
59,090 car radio families! 

• WDBJ's share of the funed-in Roanoke audience 
averages 51 to 59%! 

0 25% of Virginia's total retail sales are made in 
the WDBJ area! 



■ ■ ■ ■ E>Ubli>li«l 1924 . CBS Sine. 192^ 

■Mm BW^S^ I AM . SOOOWATTS . 960 EC 

I I WX I ' *^-°°° WATTS • 94.9 MC 

WW W0wSm ROANOKE, VA. 

Oward -ad Optiitlti by Iht TIMES WOXIM COXPOXATiaS 
rjREE & PETERS, INC., JVoliono/ Repre,fali.Uv„ 



WANT TO SELL 
CANADA? 

One radio statioi:^ 
covers 40% of 
Canada's mail 



MEMO FROM 



m 



CFRB 

TORONTO 

50,000 WATTS, tOtO KX, 

CFRB covert over 1/5 the homet in 
Canada, covers Ihe marker orCo Ihol 
accounls for 40% of Ihi reroil tales. 
That mahct CFRB your No, 1 buy in 
Conodo'i No, I marh«i. 



REPRESENIATIVES 
Ifnlltd Sjoltif Adnin J. Vaung Jr-t InCSrpnraUd 
Conndo: All-Conodo RodiB Fatllillo, Umllcd 



DEE RIVERS — 

ro time- buyers 

GEORGIA'S 

WEAS 

aud Its new 

50,000 

JVeflinghouit' tnmsmillej 
oti il.s xnme old frequency 

1010 

should be included 
in your Fall Budget. 

COVERAGE - PRICE 

makes if Georgia's 
BEST 50,000 WATT BUY 



CALL STARS NATIONAL 

NEW YORK — CHICAGO 
DETROIT — LOS ANGELES 
SAN FRANCISCO 



Radio Station WJPS ts e MUST if you 
wcMil to ncxh the farm famtltes in the 
thrco-shilc trade er«a sorvod by Evoni- 
villi, bidiona. 

"Chufk" Mullir, WJPS Form D\nctotj 
conducts two Big Farm Shows doily, 
WJPS is tho only sloHen in tKif eroo that 
employs o hill tim* farm dlractor^ end 
Chwdc Is out en our Tri-Slati farms every 
day. 

Does Chuck get RESULTS? Just esk Purina 
Mills of SI. LouH, Every farm fem'tly [n 
the Evonsvtll* area lislon* daily to — 

•HOME ON 1HE FARM' 

Monday thru Saturday 
,iM-6J30AM. • 12;1S-1.-00P.M, 
Ukit J, MdnWth. C«itirel MaiW|*r 
Ih, Gm«|. r. H.llln|kMy C»p»>v 



, A RADIO IN EVtRr ROOM* 

r.M^^\ Evansvtlle, Indiana 




of the 

San Francisco Bay Area's 
3,000,000 people are 
Foreign Language Speakingl 

They multlplvr ddd, subtract ^nd 
divide'. THEY THINK.' THEY BUY! 
in their own l^ngudge! Sell them 
with KLOK, the itdtlon that re^chei 
them dll. KLOK'f specidliied pro- 
gramming gudfdnteet your mest^ge^' 
atfention-getting IMPACT! 

' SACRAMENTO 




KLOK 



Riprn*M«i] bt Jo>>n E. Pno 




LIKE MOST 
"Newsworthy 
ADVERTISING 

EXECUTIVES 
Mr. SILLDORFPS 
LATEST 
BUSINESS 
PORTRAIT 
IS BY.- 



I'horographers to the Business Executive 
565 Filfh Avenue, New York 17— PL 3-1882 



IN INLAND CALIFORNIA (and western nevaoa) 




DELIVERS MORE FOR THE MONIES 



These five inland radio stations, purchased as a unit, give you 
more Usteners than any competitive combination of local 
stations . . . and in Inland California more listeners than the 
2 leading San Francisco stations and the 3 leading Los 
Angeles stations combined . . . and at the lowest cost per 
thousand! (SAMS and SR&D) 

Beeline listeners in this independent inland market spend 
over $3 billion annually at retail, nearly a billion annually 
for food alone. (Sales Management's 1954 Copyrighted 
Survey) 

WCLATCHY BR0APCASTIN6 COMPANY 

^CRAMENTO, CALIFORNIA • Paul H. Raymer Co., National Representative 
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RADIO BUILT STORES 

I (Continued jroin jxifie o2 I 

iiioip iiii|j()it;iiil ;i f;i( lor in llie Felds 
ad requircmrnt^ ;is llie\ wide'iicd tlieir 
liorizoiis to the < (iii<'orl field. 

■■|^i( k('t# for our <-oiu-erts ;ire ;i\ail- 
alile onl\ al our four >lore>. and at llie 
auditorium il>elf. " >a\ s Irvin F'eld. 
■'Jii>t liffore tlic oonct'rt, we keep an 
lionr-to-liour ie<'ord of ticket >ales. If 
>ale^ are slow, we llirow eonnuereials 
on llie concert into (ill our >lio\\s. W c 
toss awav tlie rule book |3roniote 
longdiair con* erts on Negro >jiii itiial 



shows and so forth. 

on can do this sorl of elevenlli- 
liour change on a d.j. show. Vnd it 
-ure helps fill the seats!'" 

The ehalter-and-niusic fovnuit also 
allows the Felds to halhhoo their eon- 
certs and pla\s h\ lia\ ing stars a|)|)ear 
on the show> for intcr\iews. In addi- 
tion to these s|je<::ial inter\ iews, the 
events are promoted through regular 
program announcements. Spiritual 
concerts, for e\am|3le. are advertised 
for six da\ s in ad\ an< e. Attendance 
al a single concert in (Iriflitli Stadium 
ha.e reached as high as 23.000. Com- 



o\6 bird 

feiiean 



^^^^ 



whose beak holds more 
than his belly can . . . 

That's an old Cajiin saying round 
South Louisiana .... interpret it 
any nay you wish! However, we 
want to reassure you that there're 
more people than pelicans in the 
South Louisiana area that WAFB- 
rV covers — some 600,000 people. 



WAFB-TV has 200,000 watts to beam out your sales message not only 
to the 9 parishes in the Baton Rouge trade area with an annual buying 
income of ^450.000,000 — but also to many outlying South Louisiana 
cities, including Opelousas, New Iberia and Lafayette. 




POWER? 



200,000 watts. Enoiiqli to 
prompt one of our viewers 
150 miles away to write us, 
and we quote: ". . . reception 
couldn't be clearer if we 
were sitting rifilit on top of 
WAFB-TV!" 



To put your sales message 
across to the non-pelican 
population of South Louisi- 
ana, get the facts you need 
from : 

ADAM J. YOUNG. JR.. INC. 
National Representative 

TOM E. GIBBENS. 

Vice President 6 Cen Mgr. 



PROGRAMS? 

Top rjted shows from ABC, 
CBS, and Dumont along 
w-ith our own impressive 
local shows keep folks in this 
rich market area watching 
from sign-on to sign-ofT! 





BATON ROUGE, LA. 




niercials on the summer entertainment 
series run for a month |)rior to open- 
ing night: individual pla\ s get week- 
long advance |3romotion. 

1 he Felds' air >(hednle today in- 
<ludes almost eight hours a week of 
nnisic programing on W'WDC. There 
are shows e\er\ da\ of die week, with 
s|)eiMally heavy |)rograining on Sun- 
ilay. A l.i-niinnle record -how is aired 
across-thc-hoard in the evening; a two- 
and-a-lialf-hour d.j. |)rogram is broad- 
cast Saturda\s and there are Iwo sej)- 
arale lialf-honr \egro Sjiiritual broad- 
easts Sun(la\ mornings. In addition, 
ihe Felds -ponsor a 30-niinule Super 
Parade of Hits show Snnda\ after- 
noons and run about 72 30-se><'ond an- 
nouneements throughout the week. 

The 3{)-se{-on(l announcements are 
nnnsnal in thai the\ don't sell anv- 
ihing: instead. llie\ gi\e awav nione\ . 
Ihe felds have been running these 
"Lucky \nmber" announcements for 
the past five \ ears. feel the\'re "more 
effecti\e than an\ sales pitch could 
he." 

"■'Ihe announ( emenls i rcate a lot of 
talk about our stores and our olher 
enterprises," Israel Feld savs. "TheN- 
stimulaie excilemenl. keep our name 
before the |)nblic." 

Luck\ ^^nnd)er announcemenls in- 
\ol\e a serie-; of nnndjer- read b\ an 
annonneer. If a listener can match 
llie nnndiers wilh an identical series 
on a dollar bill be is awarded any- 
where from $r>() to S.500 in cash. 

These announcements actnallv re- 
llecl the Felds hu-^iness |ihilosoph\ as 
a whole and the principle bv which 
tlie\ grew. "(jiNe a person something 
for nothing even if it'> something of 
relati\ely low \ alue and ^ ou A e won 
a eustomer and a friend. People are 
aluavs looking for bargains. W e make 
it a point to ofTer 8pe<ials and ])rem- 
imns all the time." 

A commer< ial on a 9P><: package of 
fireworks, for e\ain|)le. ofTered "two 
big free gifts that e\er\ child will 
want." Another eciminercial iiniled 
li>teners to "sele<M an\ two Til rpin 
phonogra|)h records or l-i rpin ])lioiio- 
gra|)li records and get a "beautiful 
;-c\en-ineh gold In-ler serving dish" 
free, \notlier one invoKed a t\ an- 
tenna "that has been sold e\cr\ where 
up to ^l.'tiK' now ofTered at $1.69. 

Kcsponsc to the offers? "Heller than 
our fondest lio|>es,'' l>rael Feld says. 
"I'Or e\ani|)le. we ofTered a and 
pein il set with a free blotter for $1.98 
on radio. The offer wa- made for 
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ME? A HOG CALLER? 



(HEAVEN FORBID!) 



SAYS MR. T. V. McREACH 



Of course not! T. V. McReach is a well-bred 

fellow, with a carefully modulated voice and 
exquisite manners. But old-timers hereabouts 

remember the old McReach family of North Texas. 

His father, Old Man McReach, was the champion 
T°'*"°^^~~?>l ^|^Qg caller in the area. And from McReach, 

senior, young T. V. got a basic 
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philosophy: "If you can be heard 
far enough, if you call 

convincingly, and If you 
offer something they want, you 



can count on them to come." 



You do all three with WFAA-TV's Long Reach 

(274,000 watts). And get this: TV sets in this 



rich market have Increased 33.8% 
the last twelve months. 



in 



This Is worth looking Into," says T. V. McReach. 
Get the details from your Retry man. 



'Broadcasting-Telecasting 
December 6 1954 



WFA A - TV^ 

DALLAS 
NBC — ABC — DUMONT 



RALPH NIMMONS, Station Manager 

EDWARD PETRY & CO., National Representative 

Television Service of The Dallas Morning News 
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a >i\-ut'(''fv }K'ii()cl (jii 

W f -old I ().()()() M'l- ;i> ;i I ('Mill. " 

>p('t ial ()tl( r- on radio even lielp 
.-ell roncert tit kcts lor the Feids. Aii\- 
cnc who })iii(ha-('> an advaiue ticket 
for a spiritual <'oii(ert. for iii.-taiue. 
can ijet a spiritual -ong hook for 27)<-. 
W luMi the Fein- hook a -iimiiier -ea- 
-oii o })la\-. hallet> and coiuerts at 
the (barter Harroii \mphitheatre. tlicv 
proinnted " Nalue Hooks of -easoii 
licket- lor ueckdav iii<;lit-. l he hooks 



contaiiu'd coupons "ood for free -eats 
adjacent to the paid seat. 

The Felds sold out their coni}ilete 
stock of \ alue l5ooks in two weeks. 

"Kadio gives excitement and urgen- 
c\ to our offers. lr\ Feld helieves. 
■'When a person hears a fl.j. or an- 
nouncer talking ahout a sjiecial deal, 
he \\anls to go oul and get il right 
a\\a\. Us especially efT(Hti\e when 
the il.j. himself does the pilch.'' 

★ * ★ 



The BIG 
Independent 





TEXAS lARGEST 
FULL TIME 
INDEPENDENT 
STATION 



MBS 



HOUSTON, TEXAS 

5000 WATTS 

ON 610 



ASK THE WALKER REPRESENTATION CO., INC. 



SPOT RADIO'S PUSH 

t Continued front page '.V) \ 

lit)ns of dollars worth of hrand-nanie 
merchandise. 

The main bod\ of the pre:-«'ntation 
makes a number of ha*ic }M)int- about 
.-pot radio's ^'v/.e and -cope: 

1. >po[ radio can handle easil\ the 
-i\ biggest assignments admen can 
assign to it: seasonal sales campaigns, 
-ectional promotions to fit distribution 
|>atterus, supplenientarv <'ampaigns to 
backstop other advertising, supporting 
push for sampling or test campaign-, 
-aturation drives, and raising the level 
of product acceptance. 

2. Spot radio, sa\s the SKA. is "as 
big as all of America penetrating 
evervwhere. Highlight facts: one or 
more radios in ov er 98' * of L . S. 
homes; an average todav of two-and- 
adialf radio -ets per family; almo-t 
three hours of listening per home per 
day: radios in over 2<).()00,00() autos: 
continiiing sales of radio sets in Iv 
a reas. 

3. Spot radio's great flexibilitv and 
v\ide range of \ovd\ program hu\s 
mean that advertisers can use it to 
sibieve greali\st advertising eflKiencv. 
particularK where brand preference 
or local tastes v ar\ wideK. The pres- 
riitation pun<'he.- home this example: 
"In Columbus. Ohio. lf!.2' , of the 
families bu\ corned beef hash. Hut 
in tile nation's <-apital. the percentage 
is more than double. On the other 
hand, in Washington onlv 19' t are 
dog owners while Phoenix has more 
than double that percentage." 

Fraes the SK A : 

"Don't spread \ourself so thin that 
vour budgets bc<-oine inetlectual. Re- 
duce the number of media. Kiilarge 
your use of the only one that is \ ir- 
tiialh 100' f national in coverage — 
spot radio —and make sure all \(mr 
prospects hear \ ou plainly, over and 
over, exactb where vou want and 
v\ hen V ou want. ' 

Thi' HAIt: According to is president. 
Kevin H. Sweeney, the Radio Adver- 
tising Hureau will play a major role 
in promoting spot radio in 195.1. 

An increased pcr<entage of the in- 
dustry group's ov er-S7.S0.()00 budget 
this year is nov\ slated to go into a 
series of spot radio presentations 
based on original rescar<-h projixts 
concbuted by H \H. As outlined to 
si'ONSOK. these projects will in<-Kidc a 
series of coiiij)arisoiis between radio 
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ON THE AIR FROM 7A.M. TO 1A.M 
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and otlicr media, ^uch as iieusjjapers, 
mag^a/iiies and lcle\ision. I\AB also 
plan? to e\i)lore furtlier the itdliiencc 
of radio iti i iin>uinor brand ^cl^M■liolls. 
Llie iunnl)er of liousrw ivcs w iio tune 
llunr oar radios on the way to market- 
ing and the ciiniulativo elTect- of ra- 
dio projiram aiidiPiK'es. 

Sii<-li resoaroh is exported to pro- 
\ ide e()nsideral)le iii(iu>ti \ anmiunition 
for s])ot radio. Earlier <lieckuj)s by 
RAl?. wlieii it wa> 1! lia\e siioun, 
for e\am])le, tliat 21 s])ot announce- 
ments ])cr week in radio in the lo5 
iarire-t metro markets <'an reaeii \'V '< 
of tlie ])opnlati()n an averajre of 2..'i 
times ])er wvek a total of iM.!!()().OOU 
weekly imiHes>ion.- at a \ ear-long cost 
of some $2.()()0.()()0 by toda\'s rates. 

R \1! is enrrentl) jnitting the finish- 
ing touches on the first of its new s|)()t 
])resentalions. '".^^pot Radio \s. Ne\\>- 
|)a|)ers.'" A few weeks ago. it was ])re- 
\ iewed for 95 executives from the 13 
major rej) firms that are RAl! mem- 
bers. 

This presentation, as outlined brief- 
Is b\ the RAirs Dave Kimble, is "spe- 
eifically slanted at air clients with 
selective marketing problems." I'>y this. 
Kimble means such industry categories 
as soft drinks, food brands, seasonal 
prodn<ts and the like that face local- 
lo\el competition ranging from prac- 
tically nothing to the stiflest kind of 
jHtKhict rivalry. 

For such clients, the RAH ])resenta- 
lion states, spot radio is an itleal 
medium. As C()m|)are(l with news- 
papers: s|)()t radio ofTers advertisers the 



acKanlage of greater flexibility, more 
thorough market coverage, memora- 
l)ilit\ and lower cost-per-1,000. 

Ajiart from its upcoming ])re5enta- 
tlons. RAR is promoting spot radio 
tlirougli other channels as well. The 
industry group has been working 
< losely with the semi-social Radio and 
Television Exe« utives Society in or- 
ganizing a ueekh series of spot semi- 
nars attended by "New ^ ork agencv- 
men. This s|)ring. R\P) will also take 
over most of the duties of Crusade for 
S|)ot Radio, an ofTshoot of the SRA. 
and ex])ects to assign as man\ as nine 
contact men to call on air clients with 
s|)ot radio jire-enlations. 

!.•>.>.> .s«(«'.v (<i<-(i<'.v: Among most of 
the larger re])s. the emphasis in daily 
selling and ])eriodic presentations this 
\ear will be on radio's traditional 
values, allhougb a considerable effort 
will be made to tailor spot radio (am- 
j)aigns for ])arlicnlar client needs. 

Some s])« ial ])rojects, howe\er, are 
in the works: 

llenrv I. Christal: In 1953 this 
reji firm sj>ous()ietl a valuable survey 
of radio use in tv markets. Field work 
was done by Alfred I'olitz. The study 
showed, for exanijjle. that the majority 
of tv owners still looked to radio as 
their ])rimar\, reliable sour<'e of im- 
])orlant news. According t(^ Irving 
Gross, sales ])romotion manager, the 
re|) firm now contenijilates doing more 
studies in the (]ualilalive aspects of 
s])ot radio. Said Cross: '"We may do 
a sjiecial stnch on the use of radio in 



nmltiple-set homes to find out how 
nuich listening is missed in ordinary 
radio measurement." 

y>BC Spat Sales: The use of spot ra- 
dio as a "basic advertising medium" is 
the Uieme of a current series of trade 
ad.s from this rep firm designed to 
reach executives at the "decision-mak- 
ing ' level. Each ad plays up a specific 
"'case hislorv' use of s])ot radio by a 
well-known advertiser. As Hank Shep- 
ard, new busines^ and promotion man- 
ager, de-( ribes the ad series, it is sup- 
posed to "])re-eondition top executives 
and imjdant a more fa\orable atti- 
tude toward spot radio." 

Spot radio campaigns of firms like 
Mueller's Macaroni, Anahist, Sunshine 
Bi.scuil. I'ontiac, Regent Cigarettes and 
Esso are profileil in the ad series. Ba- 
sic uses of spot radio by these firms — 
flexible coverage for regional advertis- 
ers; seasonal saturation campaigns 
during bad-weather months; spot pro- 
graming that can be merchandised — 
are stressed. 

Rejirints of these trade ads are being 
mailed b) \BC Spot Sales to a long 
list of management and corporation 
executives to broaden their impact as 
"door-openers" for XBC Spot sales- 



men. 



'NearK all of the in-]>erson presen- 
tations we II nuike in 1955 will be care- 
fully tailor-made to the requirements 
of ])ros])(H?ti\ e clients,'' Shepard told 
SPONSOR, "but nmch of the 'education- 
al" job will have been done in ad- 
\ ance, w e feel. ' 

Kalz Agency: According to Maurice 



NABISCO 



Business is 

SPOTTY at 




DR. LYONS 




THE NEW SOUND IN CINCINNATI 
WITH THE CASH REGISTER RING! 




and we LOVE IT! 



Put your spots on the station 
that ''SPOTS" Cincinnati 
for national advertisers 



CORDON BROADCASTING COMPANY 
Notionol R e p r e 1 c n » o I i V c , WEED 
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A new kind of progiaminiiig, a new kind of listening, a new 
aii<l exciting >iuccess with inulienees iind advertisers is yours 
on NBC IJADK). 

p()srii\ \i vmcn valmlxc 

To its roslcM' of great personalities heard daily, NHC RADIO 
adds one of America's i<'n most iiifhiential people. Dr. Norman 
Vine<-nl VvAe—ovaildhle for the first time to advertisers. 

DR. PEALE IS llEAlil) EACH WEKKOAY MOliMNG 10:0.S-10: 15 EST. 

Dr. IValc is a nian wlio lias alrt-ady won an audience of over 
30,000,000 homes through his regular Looiv Magazine ar- 
ticles, his syixlieated newspaper colunni, his speeches and liis 
books. Mis latest, thic I'oWEit of i-ositive thinking, is fast 
hecoining tlic most important book of our generation — it lias 
been #1 on best seller lists for more than two years. 

Programming of important personalities who have huge 
follow ings has ))roven its appeal in Mary Margaret M<-15ride's 
daily oliats. Sold out for weekday segments, it was extended 
to weekends by |M)|)nlar deniand of listeners and advertisers. 
Dr. I'eale immediately follows Miss McBride: together they 
provide a progranmiiiig order unmatched in day-time 
listening impact. 

IM)SITIVK LISIMmVINC 

Dr. I'eale eacli day answers questions from listeners on 
problems of personal, everyday life, acting as guide and 
counselor. Out of his rich ex[)erience and wisdom he brings 
inspiration to lift the heart and practical, useful steps to help 
iti working oiit problems. 

POSITlVh: HUVLXC 

The Nornuui Vincent I'eale program can be of immense vahie 
to aceejUable advertisers. Dr. I'eale is a nationally-known 
figure of impressive statin e and personal following. His pro- 
gram ill NBC Radio's efleetive new format is available for 
sponsorship one to fne days a week at amazingly low cost. 

Here is a truly outstanding adverlising opporlunity . . .of that 
you can l)f positive. Get all the faels from your NBC Radio 
Network representative today. 




RADIO 



a service of ( 



THE 
POWER 

OF 
POSITIVE 
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If Your Market is 
MINNEAPOLIS 
ST. PAUL 

NOW 
IS THE 
TIME 

fo see your 




television representative 



. . .about choice availabil- 
ities on KEYD-TV 

...you can buy maximum 
power at minimum cost 
on the Upper Midwest's 
new Channel 9 station 

, . . ask your H-R man 
about KEYD-TV's "in- 
centive" rates 

316,000 WATTS 




OflFcHr StHdlH, TnHiinlllH 

F05HAY TOWSR 

Mlnntajwllt 
Ri)»r*icnrtfl Netlqnallyby H-imfVl&tOKjNC. 



kelliiei. radio ^alos iiianaiier, llie Katz 
re|) firm iiiav order special Pul*e 
sliidics (lurin<: 1935 wliicli sliow how 
many more listeners-per-set s]K)1 radio 
counts at nifrlit as opposed to daylime 
radio. In addition. Katz executives 
expei I to intensify llieir ellorts to set 
u|) jjciifriilK similar disk jocke\ shows, 
with similar iiiercliandising lie-ins, on 
mail) Katz-repped stations. Uasic 
plan: to olTer advertisers shows in 
several markets with similar audiences 
as \eliicles for saturation eam])aitrns. 

From other reps and sales organi- 
zations, advertisers <'aii ex])Wt to see 
a numher of 19S5 presentations based 
on \;ti ioiis "'pai kage ' plans or rale 
sti eaiiiliiiiiifi. 

Hen* are some noteworlh) examjik^: 

QiKilily Radio Group: Hill Kyaii. 
ex-BAl> executive who now head's 
(,)K(/ s (jrganization. re<'eiitl\ started a 
round of call'^ on media directors of 
the toj) 20 r.S. ad agencies to s])ell 
out the groiiji's story. 

Here's the gist of what K\an has 
heen disc ussing: 

1. ORG will soon he olTering a se- 
ries of taped nighttime radio programs 
aired on a "network ' of a])proximate- 
ly 36 large stations. These shows will 
he selfM-ted b\ a ])r()gram screening 
coiniiiittee that iiichules Dick I'ack of 
Westingliouse. Carlos Franco of Cros- 
le\ Broadcasting and Don Hamilton 
of WOK. 

2. The same show will he aired in 
all of the QR(i markets, although time 
slots may var) locally. Advertisers 
who l)ii\ a show on the full lineup can 
exp«-t an apj)reciahle reduction he- 
low the ]Jiihlislied rate for gross lime 
on the individual stations. 

One of QHG's ke) ])oints is radio 
co\(>rage. Although th(^ group is not 
an intetcoiinccted network, its cover- 
age — as Ryan descrihes it will soon 
reseirihlo one. QRG> is now adding 
ahoiil a dozen more stations to its 
list; this would bring the coiiihined 
coverage of the 36 stations to the 
level of some 90' , of the 1'. S. 

.lohii Hldir Co.: Man\ sj)ot radio 
admen have heard ahout tlie Hlair 
"\ ATSA T" plan. As of inid-.[aniiar\. 
the hasic presentation for it had heen 
shown t(j 31 major clients, ranging 
from Arnislrong Cork to Vi<k Chemi- 
cal, and to more than 90 ad agencies. 

Hilt some new NA'I'SAT develoj)- 
ineiits are simmering, and will soon 
he reflcM-ted in the jiitclies made h\ 
lUuir salesnuMi : 

1. Kxe<'iitive> of the l?lair firm are 



working out final details of a series 
of "customized ' presentations which 
will be made to advertisers in \arious 
hasie industr) categories. These cate- 
gories include autos, cigarettes and in- 
surance companies. The point of these 
presentations: to show advertisers how 
XA rSA T can dovetail w ith basic ad 
caiiij)aigiis of various types. "We'll 
show an auto advertiser, for exam]jle. 
how \ ATSAT can reach his customers 
through more than 13,000,000 auto 
radios in its coverage area." explained 
Blair's radio sales v.]).. Boh Fastman. 

2. The slide presentation that's been 
used to sell XATSAT has been dupli- 
cated in a hooklet-sized reference book 
which timehu>ers and admen can keep 
on file. Also in the works: a uniform 
lnerchalldi^ing campaign which ^vill 
he an integral part of the NATSAT 
package. 'AX'e've spent a lot of time 
developing one that really adds a new 
dimension to \ATSAT." added East- 
man, "and we expect to add it to our 
sales jMesentations in the near future. 

At the inomeiit. the NATSAT plan 
calls for 24 announcements ])er week 
per station on "around ' 45 Blair- 
rcp])ed radio outlets (the size of the 
List changes occasionally). Cost: S13,- 
TIH.CO per week on a year-round basis. 

Avery-Kiiodei: Salesmen from this 
re]i organization are currently calling 
on agencies to jiromote a ])rice adjust- 
ment of one of their repped outlets 
which max set a pattern for other 
Avery-Kiiodel stations. 

Called "Realistic Pricing Method." 
the formula is now the ofTicial rate 
structure of KXYZ. Houston. "RPM" 
ties the (osts of minute announccineiits 
ver\ closely to the station's percentage 
share of audience (according to Pulse 
studies I throughout the day. 

Prime time slots on KXYZ are now 
from 6:30 a.m. to noon, and from 
5:00 to 7:00 p.m. Other times are 
lower-priced. 

Donald Cooke: \ Cooke-iepped sta- 
tion. Rochester's W'BBF. is using a new 
price formula which will he a featun^ 
of the rep firm's sales tactics in 1955. 

"Our other stations are watching 
the experiment \er) closeb ." Don 
Cooke told SI'ONSOU. "If it is a suc- 
cess, several iiia\ change over to it. 
We've had ])lcnt\ of inti'rest in the 
])hin from agencies and advertisers 
with whom w(^'\e <lis( ussed it." 

'I'he plan work^ out like this: 

Advertisers are guaranteed a mini- 
mum Pulse rating of 5.0 and a 30'^r 
share of audience. 'Hie cost-per-an- 
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How to clear 
up a tv picture 



Jack in the lc'570"-^ a fanner iit-ar Monticello, 
louii. eloped an inordinate yen for 
turkey gil)let;=. To jiratify it he started killing 
ofT his turkey flock, fir^t one a day, then two, 
and finall). when the habit reached drug proportions, 
ten a da\. The pile of feathers grew so high 
feathers were < onring out of his ears; one da} 
he loaded them all onto a wagon and 

headed for town. 

''If' hut you got in the wagon, biih?" 
the man at the store asked. 

"Turke) feathers." 

■'Hanged if I know. Reckon 
thev good for anything?" 

"IV" 

"What?" 

"/>«5/er«.'' 

"W hat you ginnne for the 
w hole load ? ' 

''Six bits or a turkey." 

"Got an) gihlets on him?" 

•' "Sadeal."' 

And that's how the duster indus- 
trv was started in Monticello. 
Iowa. Today as many as 16.00() 
feathers per day are washed, 
disinfected and moth-proofed, 
before 80 to 200 are selected for 
one of the twenty different 
models made in Iowa and dis- 
tributed all o\ er the Western 
Hemis|)here. 

Carried to extremes, feather dusters might 
eventually take the place of vacuum cleaners 
and thereb) eliminate one source of 
tv ])icturc interference. 



WMT-TV 



Channel 2 • 

Mad (kW-. vx 



100,000 waffs 



Nafional Reps: The Kafz Agency 
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iKiuiHeiiicnl i- luised (tn [hv>c fiHiiit'-. 

If iIh' rating lex el of a ])i!i ( liax-d 
time >l')t i;; helow llio S.O nuirk. the ad- 
vertiser < an sele<-t other sh)t> iiiilil the 
< uiiiiilalix (' rating a(hl> up l(t ■").('. 

('BS Radio Spot Sales: Said Sher- 
ril \\ . Ta\l<ir. sah^^ proiiiol ion man- 
ajier of C,l\S Hadio Sjx)! Sale>: 

""\\ (■ feel thai nio>l of the agencies 
who <(»nlrol hij: hi(>adra>t hillings 
r(H ogni/e the u>e> to \\hi< h s])ot radio 
can he ])Ul and are in fax or of the 
niedinni. 

" The prohleni of 'ediiealing" admen 
to >|)o| radio s hasic \alnes lies ihere- 
f(tre with llie <-lieiil. \N'e now lun e 
three conlac t men in our Sale> l)e\el- 
opment l(nini who will spend most of 
iheii lime calling diieellx on clients 
u-ualU willi the hiessing of the cli- 
ent s ag(Mic\ to disciis-i s])(it radio 
■|ui>i( s ." 

I he chiel ]ironiolional weapon pre- 
pared for ]^)r>7> nse hy (IBS spot sales- 
men is a slide presentation entitled 
"Hear ^e! H(!ar ^e!'' l!ecentl\ un- 
xciled hefore 22 top (General I'Oods 
execnlixes. the presentation is ear- 
marked for showings hefore <'lients 
and agen< \ exeeulixes thronghont the 
indusir) . 

"Hear ^e! " parallels s]>ol radio's 
Idle to that of the c'(»lonial lown (liier. 
States llie presentation "In thi^ old 
da\ s. the (juickest and hesi means oi 
leaehing lots and lots of people was 
the Town (jier. Then, as now. the 
Innnan \ nice was the nio>t efTectix e 
means of connnunleation. ' 

In its re\ iew ol spot ra<lio s \^)"^ 
size and dimensions, the presentation 
points ont that "in a l\pi'al week 
12.('!o().n()() homes spend an average 
of 20 hours and 16 minntes with ra- 
dio. \lso ])ointed up: "In homes 
equi])])ed with tclcx ision. radio claimed 
.")' ( more listening time in 19.vl than 
it did the |>revioiis \ear.' 'I he rise in 



out-of-home listening ( particularK in 
auto-) is likewise cited. 

The presentation departs from its 
hroad cdu<'ational mission to stress 
attraclixe spot radio l)U)s on the 14 
stations represented h\ CHS Radio 
Spot Sales. Particular stress is placed 
on the fact that \ on ean reach jiiore 
homes per dollar with such hn\s than 
\()u can in s[)ot l\ and print media. 

Free & /'elers: This rep firm ha» 
developed re<-enlly a ''general'' 
radio presentation hased on an earlier 
Fivl' promotion cam])aign which cen- 
tered on the use of radio jingles in 
saturation spot drives. 

I itied "A I'ormula For Selling 
\merirans l odav. ' the presentation is 
/.eioed-in on "t!»e iisc of spot radio in 
the light of toda\'s selling ])rinciples. ' 
accoiding lo K^l' Promotion Manager 
Frank W'oodrulT. 

Three main points are made: 

1. Spot radio is the hest adx'crtising 
medium to "find Vm, tell 'em. and sell 
"em." sa\s the presentation. S])Ot 
radio, it < (>nlinues. "re-aehes the Amer- 
ican famiK at the rate of 30 hours 
ucekK. tells them ahoiit products with 
a uiininmin of dela\ iu ])reparing eoj)\ 
and s(dls them--as proved h\ results.' 

2. The use of a "<-enlral musical 
(heme li ing lop creati\<> skill and loj) 
])ro(hietion is rceonnnended. Such a 
national nuisical trademark, the jjres- 
enlalion explains, could he \aried to 
suit tlie a< li\ it\ and l\ pe of raflio 
aridiiMice found throughout the da\. It 
( ouhl also he the foeal point of a ilri\'e 
to promot(> spoj radio campaigns to 
dealers and compauN salesmen, or used 
in direct consnmer merchandising. 

3. Spot radios low cost-per- 1 .000 
is highhghted in the P&P presentation 
as its clincher. \ightlime station 
hreaks (»n the 31 F^P-rejjresented sta- 
tions ''now gi\e an advertiser lOO'r 
more im])ressions at less than 27' » 
more cost than last \ear.'" * * * 



SPONSOR ASKS 

( Continuetl jrom page 73 > 

on her mind! I'ondly. Your ectoplas- 
niic pla\mate, .Marion Kirhy. ' Marion 
Kirb\ . it seenis. w as the chief feminine 
character in a mo\ ie appearing at 
\\ arii(>r's Downtown Theatre. How- 
ex er, it turned out that Marion Kirl)\ 
was also the name of a real llesh-and- 
hlood woman living in Los Angeles — 
and her phone started ringing niadU 
after the distrihution of the letter, 
llighlx indignant. <he brought suit for 
inv asion of pri\ ae\ and defamation. 

In this j)articular <-ase. the parties 
in\()lved in crt'aling the promotion 
might ba\e sa\ed themselves a lot of 
legal trouble if the\ had just picked 
up the kx'al tele])bonc hook to see if 
there was a real ])erson bv the name 
the\ were using in the somewhat scur- 
rilous letter. 

Hut it is not always that easy to 
handle the ])rol>lem f>f fictitious names 

which is one reason why radio and 
1\ broad<-asters so t)ften run into right 
of pri\ac\ and defamation suits. Char- 
acters oil air shows must ha\e names: 
how can acUertisers and broadcasters 
go about |ji<-king and using fictitious 
names and re<luce the risk of being 
sued b) li\ e ])ersons / 

Here are the de\ ices usually used: 

1. Pick the most common name in 
the world, e.g. John Smith. There are 
so main of them that \ ou ma)' be safe 
if one sues: you can ahva)s point to 
another and say he is really your 
character. 

2. Pick the most unusual tongue- 
twisting name )ou can (beam iijj — ■ 
Aloxsius Felix Kensington Uol)es])ierre- 
Mills. for instance. This will serxe 
niceh. unless a fellow turns up who 
ha])pens to ha\e the same name — in 
which <-ase. ) on ma\ really be in 
trouble. 

3. 11 axe a ])erson with tin; name you 
want lo use sign a release giving \ ou 
the right lo use his name, 'fhis is the 
(bn ice used \n most segments of the 
adxei lising. radio and telex ision in- 
duslrx. l)Ut the prole<'tion whirh il 
gives is. at Ix'st, illusory. Though such 
a release can sometimes help iu a suit 
as proof of lack of malice, il affords 
no real ])roteclion against liability, the 
lest of which is: Would a reasonable 
person <'on(dude lluit the fictional 
<harncler portraved is the same ])erson 
as the plaintiff? 

From nn investigation of this prob- 




JOHN E. PEARSON TV Inc. TEXAS 



100 



SPONSOR 



36 - 24 - 36 

WOW! 




KRON-TV has some impressive statistics too. Look at the way the station 
stacks up — 

• Antenna Height: 1441 feet above sea level, the highest 
in San Francisco 

• Power; 100 KW, the top power authorized for Channel 4 

• Audience: 1,382,000 families in KRON-TV's 23 county 
coverage area. 

It all means this: You can count on KRON-TV to give you the best and most 
complete coverage over the widest area of the Northern California market. 







AFFILIATED WITH THE S. F. CHRONICLE 
AND THE NBC-TV NETWORK ON CHANNEL 



4 



No. 1 in the series, "What Every Time Buyer Should Know About KRON-TV" 

Represented nationally by Free & Peters, Inc. 
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l<-m. hei e is- llu' ii e I i ecoinmeiKl : 
Im-esI your rluiranci^s irilli ns com- 
picle a pci soruilit\ and ciiviroiiinciil 
as you ran: name tlie 'licet lie lixes 
en. jii\e luiiiies ()ccu|uilii)ii> In hi> 

|>arenU. Iiis hiotliers and si>lei>. de- 
lineate lii> hackgroiind and schooliiii;. 
his |)aiti<-idar lial>ils and hobbies. In 
ihis wax \ ou can alwaxs point to dis- 
similarities between voiir show cliara* - 
ter and ihe aetnal pei-on who believes 
he is beiiiji porti"a\ ed. Tor instance, 
if xon can show that xonr < haiactev s 
father i- alixe and is in the aj)pliance 
btisiness wliereas the plainliiTs father 
is (lead and was an iusnrance sales- 
man, it is <-on\ inclnj; ex idence that 
xonr lictional character is not the same 
person as the plaintiff. 

\atniall\. llie mote complete the 
('epieteci personalitx and einironment 
the better the ihatices (tf showing; dis- 
simibirities in cliaractei ; and as lh(--e 
('ilfereiu-e> in- rease so do possil)ilitie-- 
of sncressfidix defendinfi lawsnits. 

The traflitional ilisclainier about 
■■ \nx rescmblanie beinji purelx <()in- 
l i^lenlai" rini bx nearix ail air shows, 
is praetioallx useless in lejial suits of 
this nature: in oid\ one reported <ase 
has il (htne aiiv "ood. 



miij:stoim:s 

UMl's series of profiram 
.-oil! in 11 i lies. eiilill<Ml 
"Mile-loiies,'' fo.iises ihe 
» p o I 1 i K li I o'l iiiiporlaiil 
,-\eiUs and problems wliieh 
lia\e '.hap<Ml llie Auierieaii 
sreiu'. 

^'■MilcsKnirs" for 
Fvhrimryi 

GROUNDHOG DAY— iFcb. 2) 

MUSIC LINCOLN LOVED-Abra- 
ham Lincoln's Birthday iFcb. 12> 

THE SPIRIT OF FREEDOM- Free- 
dom Week (Feb 12-22) 

YORKTOWN ~ MAGNIFICENT 
GAMBLE— George Washington s 
Birthday < Feb 22) 

IN BROTHERHOOD WE PROGRESS 
— National Brotherhood Week 
(Feb 21-281 

■•>/.(.»/<.ii<-» i» ,11 aihihlo fur < oiii - 
nx ri inl fiioiiiortli ! ii <•<■ V'""' 




BROADCAST MUSIC, INC. 

NEWYOITN • CHIMCO • ttOLLYWOOO 

lananio • momtiieal 



SELECT SHOW WITH CARE 
Jly JJarry ti. Olsxoit Jr. 

liiflhls AllDnwY. I\ lie. .\eu- > ork 
Jjf ^^^^^ Cotiiplete insula- 

tion ean be guar- 
anteed to spon- 
sors and agencies 
against tight of 
p r I X a e X claims 
and defamation 
suits (tnlx b) tile 
method axailable 
to esea|)e the oth- 
et ills of this xvorld -departute from 
it. Ilowcxer, I assume we are inter- 
ested piimarilx iti less drastic steps 
cxeti llioiigh tliex olTer less cotiijjlete 
prolec tioii. 

First of all. \ on can obtain lial>ilit\ 
insurance I from Seaboard ot Lloxd sl 
which prox ides both legal defense and 
indemitilx against manx claims. . . . 

In the broadcasting ituluslrx, it is 
cnstomarj for the supplier f»f a show 
to instjte those who use it against suits 
brought arising out of use of die ma- 
terial. \ oil should be able to se<-ute 
fidiii anxotie who supplies a show to 
\ou an iiidettttiification proxision in 
xoui cotitiact. This jiroxisioti will no[ 
'Cixe as a .shield against a jjri\a< x ot 
(lefatnatioti plaintiff: x on will remain 
liable if the bases of liabilitx are pres- 
etil. l)Ut if xou make sure that xonr 
itidemnitor is oi good honor and will- 
' iiig to li\e up to his agreement, it will 
afford some prot«M-tion. If not. \ on 
max be oliligcd iKtt otilx to defetid the 
piixacx or defamation suit but also 
to bting suit against the iiideninitor. 

I se < are. I se care in the selevtion 
of llie t\j)e of show whi<di )ou sponsor 
or produce. If xou produce the show, 
make sure the sciipt is carefull) read 
before each broa(k*ast b\ someone who 
i;' (pialified; in fact. Iiaxe the aiitlnns 
obtain cpialified guidance as the) work 
where the siibjcil matter of the slu)w 
justiftes It. (>vl sobt^r. responsible 
pet fot HUM'S on the siiow who are not 
likeh to (/(I lib foolishU . 

Lastlx, get xotii lawxer in as a pre- 
xetttor rather tlutit oiilx as a litigatoi'. 
Ilaxe a stalf law)et ott hand who can 
<-lierk xoiii operations cotistantlx oti 
the spot rather than using sctineotie 
who <-ati gixe onlx ollband adxice titi- 
lil xoii Itaxe something iinpot tattl. i.e". 
a pending lawsuit. Let him attend to 
lite busiitess ol gelling x on the be-t 
insnraiK-e axailable. ptoper indemni- 
ties, a "clean" script while xou dex ote 
\otir energies to the busiiics-. of mak- 
ing xonr prodiKl famous. * * * 



ESQUIRE ON TV 

iCoiiliiiued jroni page ID 

displax . The conij)atix w ould like to 
use other media like radio because of 
the <'irciilation thex can prox ide, but 
under its current estimated budget of 
SI .T.^O.OOI). this could onlx be achieved 
bx weakening the tx campaign; and 
tx . Knoinark has discox ered. delixers 
the most poxverful ad jolt of all. 

Fortutiatclx for Ktiotnark, alternate- 
week sponsorship has proxed a practi- 
cal tx arrangement fot smaller clients 
with limited tx budgets. It alternate^ 
with Remington Hand, with xvhoin it 
has a one-minute reciprocal agreement 
that alTords each sponsor a form of 
week-to-week contiiiuitx . 

Coiiiiiu'i-ciMf.v: Ktiotiiark has decided 
xiexxs on the adxaiitages of program 
sponsorship oxer participations and 
spot. (One of ils two chief coiii|)eti- 
tors, (jrillin. is a participating sponsor 
c.n the linogeiie Coca Slioic, while the 
other. Sliinola. uses spot. I Program 
'|to>lsor^lli]J allows for show -product 
identification and for- integration of 
(oniniercial anil program, both of 
uhicit sttengtlieii the impact sought as 
all important bx the com|)aiix . 

Integration is simply acliiexed xxilh 
a panel show, particularix one that 
prox ides fot the fieipienl introduction 
of tiew characters. In one coiiiniercial. 
for example. M.C. I'cter Donald intro- 
duced the "tiext iiiascpiet ader. ' who 
turneil out to be announcer I{e\ Mai- 
sliall dressed up as Mr. Es(]uire I he's 
the figure on exerx can of Fsquire 
Boot Polish). After a little bx -plax 
between the Ixxo. Marshall was able to 
go into his sales talk easilx and cottt- 
fortablx . 

\s iiiiglit be e,\pei-ted. tiie coiinner- 
cials tlicntselx«>^> are demonstraticiii- 
txpe. the idea being that nothing is so 
<-oii\ iiiciitg as seeing the shine itself, 
lite <'o]>x is simple, direct and re- 
se'ar<-li-tested. Marshall's -^piel in the 
bit mentioned nboxc is txpical: 

"W hen X on use an ordinarx shoe 
polish, xon're just laxing a tliick coat- 
ing on the surface of tiie shoe. But 
when xou laiioli/c xoiir shoes xxitli b's- 
(piire Boot Polish, its evlusixe deep 



$60.00 INVESTMENT 
SOLD $1,500.00 in floor covering 

VIA ALL-NEGRO 

WSOK 

NASHVILLE, TENNESSEE 
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Dixieland ti\i{rcs tbe 'beat from file leader: Houstoti, 

IM^ijfli its million pecxple* . .. teung $mi[& Mmd itijl ^rtrri. 
I And the hottest SFpots in Hotufcon ^jisi^ thm few left open 
on KTRR-TV. E*ro6ritnlmln.g's. lo tlic* key of iiBQ, with 
KTItK-TV's IdciU Vari5lti0n^\ U fiiili?t be iodcf, becfg^ti&& it 
ck« 'tin in . . . audit-Mice sind a.dvertLsers. 

Get the pitjcJi direct fj-om. us- or ISDm BlAIR-TY. 



,i,K-TV. CHA-N.N.EL .13. T'HE CHUONIftlE iTAUtttl. 0. B0» HOUSTON 1. JEXA 



EXAS^ ■ 



Moustan Consolidated Television 0s< 
G'eneV^i; WM^ I. WalbntlRe, Commercial Mir.: Bill Benrxt-t 

NalionSli RcoresfBftanSeS; BLAIR-TV. 150 E 43rd St., New York 17, N Y. 

Basic ABC. 



laiioliziiig action builds in a roserve 
shine. Let nic ?liou \ou what 1 moan. 
(A film clip then shows the process in 
animation. I Deej) lanolizing action 
>en(ls L,s(piire's fine ingredients deep 
into the leather itself . . . softening . . . 
pre>er\ing . . . and >hining so hriglit 
\ on can actuall) ~ee \our face in it 
. . . just like a looking glass. So if 
\ou want \ our shine to l)e brighter 
. . . and to last longer . . . lanolize 
\our >hoes with l"2s(|uire Boot Polish." 

Skeptics may (piestion the efTcTtive- 
ne>s of the phrase "lanolizing action," 
hut a recent survey showenl that 2-V( 
of the respondents were ahle to asso- 
ciate it with Esquire. This was hy far 
the highest correlation hetweeii ad slo- 
gans and polishes that turned up in 
the study. 

f{4>{i4>r«f)i{ili/: Although demonstra- 
tion is central to the Knouiark tv sales 
aj)proach, the truth is that certain parts 
of the story are not demonstrated. For 
example: ho\v the hoot j)olish is ap- 
plied and the shine obtained. The ac- 
tual shine, exj)lains a Knoniark spokes- 
man, is directly dependent on how 
briskly you rub the leather with your 
cloth: this releases the oils that pro- 



are we ha[)|)«j 7^ 

<f lenorj 



SERVING 300.000 
lATlN-AMERICANS!! Vt\'i 




THE MIGHTY * ' M I K E ' ' OF 
SAN ANTONIO 
250,000 Milliwatts 

IkSww 

National Time Sales — New York 

Harlan G. Gales & Assoc. 
Los Angeles — San Francisco 



vide the gleam. 

i\o matter how you show it, the ac- 
tual shining of the shoes is work! 
liow do you show a person getting the 
shine without indicating through visi- 
ble action that it involves time and 
effort? At present the solution seems 
to be to forget about it. 

The other demonstration omission is 
dire<tly connected with the (piestion 
of belicnability. Liquid ScufI Kote, the 
biggest seller in its field, according to 
Knomark, olTers no oh\ ions visual dif- 
ficnlties; reason: a basic part of its 
sales story is the ease of its aj)pliea- 
tion. It is sinij)ly daubed on to the 
shoe with a little bottle-contained 
brush. Its covering power is easily 
shown by Hex Marshall through the 
(levic(> of a board marked by a grease 
line. This ciinnot be well covered by 
the "ordinary" polish, but it gives no 
trouble to Scuf Kote. 

However, it has proved imj)ossible 
to prove visually the (|uality of the 
shine produced })y Scuff Kote, for the 
simple reason that it takes time for the 
H(juid ])olish to dry and grow lustrous. 
The obvious attenij)t was made to show- 
Marshall applying the polish at the be- 
ginning, then returning later on in the 
program with the same shoe in the 
glistening state. But an audience ques- 
tionnaire rcNcaled that viewers sus- 
jKtted the shoes had been swit<hed. 
Knomark concluded thai it might as 
well stick to showing the application 
and the end results on two different 
shoes, asking the audience to believe 
the < laini about the polish and letting 
it go at that. 

Only with Lanol-White docs Kno- 
mark solve all demonstration diflicul- 
ties. In this case it is merel) ne<es- 
sar\ to show a hand daubing a j)olish- 
laden cloth o\er the dirty surface of 
a lady's white pump. The cohering 
ability of the polish, which is said to 
lead in sales among the whiteners. is 
made graphically clear. 'I he fdm com- 
mercial on Lanol-White. incidcntalh. 
is a model of simplicity, directness and 
(onviiicing sell. It is shot in closeup, 
with Old) hand, shoe, cloth and bottle 
of polish e\(M- shown. \ isnalK it is 
complete in itself. If the s()nn(l-tra< k 
failed, litlle connnercial ('fTe<tivencss 
would be lost. 

H(die\ abilit\ is >oniething all ad\cr- 
liser^ arc concerned with, and Kno- 
mark is per(>iniially researching con- 
^unler reactions lo its ad claims. Souk-- 
tijnc!- this research tarns up surprises. 
\ consumer snrve\ found, for exam- 



ple, that people accept the idea of the 
■'miracle ingredient." Oxilan B, which 
''does it all for you" when you apjily 
ScufI Kote. This, even though the con- 
sumer has little idea of \\hat this magic 
ginnnick is. The important thing, how- 
c\er, is that Oxilan R seems to be an 
cffecti\e selling notion. 

llu' drt'uin vlU'iit: Knomark's nn- 
orthodoxy extends to its relations with 
its agency. Emil Mogul. Account man 
(Charles "Chuck" Hothschild has han- 
dled the account since 1939, when he 
joined Mogul. Kotlis<diild and Emil 
Mogul are frequent visitors to the 
eonqjany's six-story [Brooklyn plant- 
and-office, where sponsor ran into 
them during a Cook's tour of the belt- 
operated factory. At Knomark the) 
deal dire< tly with the two owners, Sam 
and Al Abrams, who are president and 
eXL>entive vice president respectively, 
and )ouiig Mel Birbaum. trained in 
the Emil Mogul agency for his present 
duties as sales and ad manager. 

The Abram> brothers and Birnbaum 
regard themselves as shoe polish man- 
ufacturers rather than advertisers or 
showmen. So far as they are con- 
cerned, it is nj) lo the agency to do 
the basic ad thinking. Many advertis- 
ers give lip ser\ ice to this idea, but the 
Knoniark high connnand actually prac- 
tices it. 

They refuse to preview a connner- 
cial before it is released. They vnll 
not look at copy or storyboar<L will 
neither O.K. nor delete anything, will 
b.ave nothing to do w ith sets, costumes, 
talent! 

Instead, the first notion the)' have of 
the commercial they get when they see 
it in their living rooms along with 
fainih and friends. Thev trv, in other 
words, to get as close an approxima- 
tion of a consumer impact as it is 
possible for a manufacturer to receive 
from his own advertising. 

What if the living room audition 
fails to ])lease? Sa\s Al \brams: "Our 
personal taste does not count. It docs 
not matter whether we like the com- 
mercial or not. W hat counts is its sales 
power." fliis nui\ be ojxmi to legiti- 
{I'lca.se turn to jHii^c 1071 
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RADIO & TV PERSONNEL 

We screen New York's vosf 
source of qualified personnel; 
take the guesswork out of hir* 
fng for stations anywhere. Tell 
us your needs, we do the resti 

CAREER BUILDERS Agenc)rL 

Morjorie Willy, Director, Rodio-rV DiV. 4. 
35 West 53rd St., New York 19 • PL 7-6385 U 
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A genuine 24-kaiat 'lexas cowboy went to 
a movie. He saw a feature al)out cow- 
l)oys — the usual HolKwood version typical 
of the genre. He returned to the hex office, 
poked his gun through the cashier's window, 
and demanded his money hack. 

■'In fact," he added, mulling over tlie 
atrocity he had just seen, "give me every- 
one's money back." 



Vou can >ee what our program director 
is up against. Our audience is mighty choosy. 
It can alTord to he. The Amarillo area is 
first in the nation in per family retail sales, 
even without gunplay. 



KGN C-AM & TV 

'^Amarillo 



NBC and DuMONT AFFILIATE 



j AM: 10,000 watts, 710 kc. TV: Channel 4 . Represented nationally by the Katz Agency 

j 24 JANUARY 1955 



WFMY-TV . . . Now On The Air With FULL 




WATTS 



SELLING POWER 

Power: now six times greater 
Studio Space: now eight times greater 
Tower: now 1,549 feet above sea level 
Population: now 1,961,500 
Families: now 501,100 
Market: now $2,305,273,000 
Retail Sales: now $ 1 .560,824.000 
Set Count: now over 300.000 
Experience: now in our sixth year 
All this — and color, tool 

Call or write your H-R-P man today for the 
amazing story of this greatly expanded market. 



* On maximum power, effective January 2, 1955, aj 
authorized by FCC on Channel 2. Statistics above based 
on Sales Management Survey of Buying Power — 1954. 
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Basic Afniiafe 



GREENSBORO. 

Represenfed by 

Harrington, Righter & Parsons, Inc. 
New York — Chicago — San Francisco 
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male question, but if the agency argues 
strongly in it? favor the Abranij: will 
allow it to continue even if it dis- 
pleases them. 

Mow does such an arrangement work 
out? Here are the advantage.^ cited h\' 
account man Rothschild: 

1. Because the <'realive people do 
not have lo concern themsehes with 
the limiting factors of client taste and 
imagination, better and more imagina- 
tive creative thinking goes into the job 

the agency concentrates on trying to 
produce eflec-tive advertising rather 
than on trying lo please the client. 

2. liec-ause the < lient does not have 
to O.K. every step, desirable or neces- 
sary changes can be made at anv .stage 
u ithout hitches. 

But it is not all sunshine, for agency 
responsibility becomes greater than is 
usual — there is no one to blame but 
jourself is anything goes wrong. 

Rothschild sums it up : "Such an 
agency-client relationship stimulates 
the agency to function at its creative 
best and at its most efficient form." 

Kuntnttrk air /li.vfMrif: Even in its 
basic concept of and experience with 
advertising the shoe polish firm differs 
from the customary. Traditionally ad- 
vertisers have gone from newspapers 
and magazines into radio and televi- 
sion, following the pattern of histori- 
cal development of t!ie various media; 
even toda)' at some agencies jjolicy is 
large!) determined b) print-oriented 
minds. But in the case of the Es(juire 
brand, print is a latecomer and has 
alwa)s played a secondary role. 

Advertising means broadcasting to 
Knomark. The fact is that consider- 
abl)' more than half of this year's ad 
budget would probably be in tv, were 
it not for a feeling that it may not be 
wise to depend completely on any one 
medium. 

This identification of advertising 
with broadcasting stems from 10 years 
of rich experience in botli radio and 
tv. The very first advertising cam- 
paign launched by Knomark for Es- 
tjuire was in broadcasting. This was 
in 1945. on a test campaign that ran 
three months, consisting of an Ed 
Herliliv newscast on WEAF (now 
WRCA). 

Today, with shoe polish sold on big 
network tv shows — in addition to Kno- 
mark's Masquerade Party there is Grif- 
fin's hnogene Coca S/ioiv (formerly it 
was a sponsor of Your Show of 
Shous) — the significance of that first 



ladio venture is not readil\ apparent. 

Up to that time, the company says, 
shoe poli?h was stricth a l()c business, 
although Kiwi's 20(; polish had been 
on the market long before Escjuire ap- 
peared in 1939. Knomark had been 
maimfacturing polish under its com- 
pany name since the late Twenties, but 
its real growth began when, at the 
war's close, it began to push the l>s- 
(|uire line. During the war. a basic 
distribution had been built in the shoe 
trade through the Abrams' personal 
fiiendships, but in order to reall\ gel 
under way this had to be enlarged b\ 
taking in other types of retail outlets; 
and consumer demand had to he cre- 
ated. 

This was the task allotted to broad- 
casting. The first New \ ork campaign 
got the shoe-repair trade distribution, 
created a mild consumer demand and 
revitalized the sales force. From this 
■success the rompaiu went on to a 
lieav) spot program of radio promo- 
tion in cit\ after cit) . and staved v\ ith 
the medium until tv came along w itii 
its visual advantages. 

The ke\ element in both radio and 
t\. so far as Knomark is concerned, 
the thing that made it possible for the 
company to ]5ut across the 25c quality 
product in a pedestrian, behiiid-the- 
times trade, was and is their merchan- 
dising potential. 

The whole problem, ad manager 
Birnbaum points out, revolves about 
the low esteem in which shoe polish 
is held. You cannot reasonabl)- expect 
other people to get excited over shoe 
polish just be<'ause you manufacture 
it. for in the common view. "It's just 
shoe ])olish.'' Birnbaum ruefully re- 
flects that his "grandmother went to 
her grave disappointed that her pre- 
cious grandson had become just a ped- 
dler of shoe polish to bootblacks. " 

Radio provided the first set of an- 
swers: it made possible heavy mer- 
chandising to the trade. Tv offered 
similar opportunities plus the excite- 
ment of being part of a growing new 
medium. When Knomark went on 
tv with its first show. Blind Date, in 
the fall of 1950, an elaborate merchan- 
dising piece told the trade the program 
was "reaching over 15,500,000 people" 
every week "with the most forceful 
sales producing impact ever devised to 
bring business to your industry." 

The merchandising pieces ha\ e tend- 
ed to grow more elaborate with the 
years, announcing such shows as Hold 
That Camera (an early fiasco that 



HOW TO 
TURN A 
"HOT" 
PROPERTY 

INTO 

COLD CASH: 

BUY CESAR ROMERO... 

always a big name— now even bigger! 
(Current top-budget motion pictures, plus 
high-rated tv appearances prove it) 

IN PASSPORT TO DANGER . . . 

a high-tension series of world-wide 
adventure . 

TO SELL YOUR PRODUCT 

to his vast ready-made audience! Other 
top advertisers are selling their products 
with this show. Why don't you? 



CESAR ROMERO, starring in , . . 
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ALL DAY SATURDAY . . . ALL DAY SUNDAY 

DETROITERS HUM ALONG WITH (JDUIJ AND 




MUSIC wFtheilVEEKEND! 



"Music Over the Week End" is a WWJ spot saturation plan for advertisers who want quick results 
in the fabulous Detroit market . . . where factory workers paychecks are averaging $95 weekly! 
Spot your one-minute sales message in these seven Saturday and Sunday MUSIC shows, featuring 
Detroit's top radio personalities. 




^ Shelby N ewhouse 

7:00-8:30 A.M. 



* 



Steve Lawrence 

1:00-3:00 P.M. 





3:00-6:00 P.M 



* 



SATURDAY NIGHT h COUNTRY MUSIC NIGHT! 

8:00-9:30 Art Lazarow 9:30-10:00 ''Grand Ole Opry" 
10:00-12:00 "WWJ Square Dance" 



See Your Hollingbery Man 
for full details of WWJ's 

'Music Over the Week End" 
Spot Saturation Plan . . . 



AM 
FM 



AM-950 KllOCYClES-5000 WATTS 
FM-CHANNEl 2<6-9;.l MEGACYCLES 



Ajjociofe Television StaHan WWJ-TV 

Bask NBC Affilhle 

WORLD'S FIRST RADIO STATION • Owncrf and Operoled by THE DETROIT NEWS • Nalianal RcpreienloUvcs: THE GEORGE P. HOIUNGBERV CO. 
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taught Kiioniark it knew more about 
polish than .show business); Kate 
Smith on NBC TV (daytime); 1951- 
'52: The Arthur Godfrey Shoiv on 
CBS Radio and TV, 1953; and the 
NBC Radio Operation Tandem in 
1952. 

With the ad approach has gone a 
concern with dealer inceutivcs. Kno- 
mark has kept the profit margin high 
to make it worthwhile for the retailer 
to push the product, and is a strong 
advocate of fair trade. It is this com- 
bination of effort on the dealer level 
along with its extensive ])romotion to 
the public that has brought the com- 
pany to its ])resent jjosition. 

("ompetition has not stood still. Grif- 
fin and Shinola are going strong, hav- 
ing themsehes introduced 25c lines in 
recent vears. l^nit-wise. Shinola jiroh- 
abl\ outsells the rest because of its 
popular lower-priced lines. But Kno- 
mark is content to regard its 25'^( 
share of the industry volume as about 
all it ean handle at the present time. 
Production is at an all-time high. But 
Knoniark is obviously gearing itself 
for future expansion, for the ])resent 
])lant's capacity has been exceeded by 
demand — and a new, larger plant is 
under construction now. -k -k -k 



NETWORK RADIO 

[Continued from page 45) 



m mi 



id- 



new programing eoncept 
Mareh. 

Here are the PIB figures for billings 
of the four radio networks during 11 
months of 1953 and 1954: 



1953 

ABC $26,971,954 
CBS $56,826,894 
MBS $21,030,808 
.NBC $41,520,106 

TOTAL $146,349,762 



1 954 Decrease 

$26,688,385 1.1% 

$19,971,925 12.1% 

$18,682,726 11.2% 

$31,036,583 25.2% 
$126,379,619 



It is unlikely that radical policy 
change? will go into eflect in 1955 de- 
spite decreases. Among those new con- 
cepts of network radio that have been 
discussed by men in the industry dur- 
ing the past ) ear are the following: (1) 
possibilit) of taped networks: (2) pos- 
sibility of net radio becoming a pro- 
gram service on the order of the Asso- 
ciated Press; (3) possibility of pro- 
graming net radio with tv soundtracks 
and simulcasts. 

lleres what top executives at the 
four major radio networks say about 
these three possibilities: 

Taped programing — Very unlikely, 



^ay the tu^twork oflicials. There's lit- 
tle possibility of compensating for cur- 
rent network radio revenue through 
sale of taped programing to stations 
only. For one thing, there's a public 
service need for nationwide radio cov- 
erage for such thing.- as a Presidential 
message. Vet, on a one-sliot basis, one 
hour of national coverage would cost 
as nuu h as a full daj does today. 

A top network oHicial explained the 
economies of the situation this wa\ : 
The cable cost for all four networks 
under the present .set-up is about SO 
million a \car. Assuming then that it 
is Si. 5 million per network for the lines 
and assuming that Network A has 220 
aliiliates, this would mean a cable cost 
of some S7,0()() ])er year per station. It 
would be imjiossible to provide com- 
parable taped programing for that 
amount of mone\ . 

But. the advertiser would lose some- 
thing be\ond the quality and variety 
of i)rograniing: He'd lose spontaneity. 
If an advertiser today buys network 
radio, he does so because be Avants 
simultaneous broadcasting over a vast 
coverage area. He can change his com- 
mercial copy five minutes before going 
on the air. In the ease of taped pro- 
graming replacing li\e nets, tins would 
not he true. 

Associated Press approach Not eco- 
nomical, say the networks. Here's how i 
the "AP"' system would w'ork: The net- 
work would again be a programing 
service, but it would sell this program- 
ing to the stations rather than to ad- 
vertisers. The programing would be 
live, transmitted over the telephone 
cables. 

Network officials agree tliat this sys- 
tem does not hold the solution to net- 
work radio's problems. Local stations 
couldn't pay enough for this service to 
make up for the loss of advertiser 
revenue. Therefore, vith cost of tele- 
phone lines continuing to be high, and 
cost of production maintaining, the 
level of programing would decline 
shar])ly. 

Tv soundtracks or simulcasts — Of 
course, say the networks. There are a 
lot of simulcasts even now. Also, there 
are some musical tv shows which ad- 
verti.sers sponsor on radio without hav- 
ing much added radio production costs. 
But, you can't rely on tv alone for ra- 
dio programing. In the first place, not 
ever) tv show is adaptable to radio 
without rewrites and production 
changes. Take a show like / Love Lucj- 
and the number of visual gags it de- 



BIG-TIME 



SNAPPED UP 
THIS SHOW 



WHY? 



Powerful format— swiftly paced adven- 
tures of a daring diplomatic courier in 
the hot spots of the world. 

Great star appeal— CESAR ROMERO 
delivers a ready-made audience of 
millions, even before the first telecast. 

Terrific promotion "plus" — big 

opportunity to build an entire promotion 
around a big-name, big-time, big 
box-office attraction. Romero's avail- 
able for commercials, too. 

Such brewers as Blatz, Griesedieck and 
Pearl, just to name a few, have already 
hitched their sales story to Romero and 
"Passport to Danger." How about you? 

CESAR ROMERO, starring in . . . 




TO 

DANGER 




ABC FILM 
SYNDICATION, INC. 
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peiuls uj)oii. The soundtrack alone 
wouldn't provide fir?t-rate radio enter- 
lainmeiit. 

Hut heyond that, eliminating the oh- 
vious production co«ts uoulchi t neces- 
sarily spell out economy for the net- 
works. There'd he the union prohleni 
to contend with. Musicians, as an ex- 
ample. You might want to use a large 
hand on tv partly hecause of the \ isual 
efTect. l)Ut on radio the sound of a 
large hand could he faked at a con- 
siderahle saving. If use of tv sound- 
tracks hecame the rule on radio net- 
works, unions would he unlikely to hy- 
pass reuse payments. 

It seems unlikely then, that drastic 
policy or structure changes will alter 
net radio within a year. Top network 
radio executives forecast realistically 
that they cxj)ect no rise in network ra- 
dio revenue for the \ear, despite 
changes in programing concepts. At 
the same time, the\ feel that hillings 
reached a levolling-ofT point in 1954, 
and the\ expect 1955 to he a profitahle 
year for network radio. * * * 



CUT-INS 

{Continued from page 45) 

There's no standardization whatsoever. 
The ordy approximation of standard 
rates is the S55 rate set h\ NBC's o&o 
stations. ABC and Du Mont clear cut- 
ins for a client, hut don't set the rates, 
though 109c of the hourly nightttime 
rate is fairly standard. CBS doesn't 
handle this extra service at all, thus 
eliminating the ser\ ice charge incurred 
through extra hookkeeping that would 
be needed at the network. 

Costs notwithstanding, more adver- 
tisers than ever used network tv cut-ins 
in 1954. As an industry, the tohacco 
companies were the newest and most 
extensi\e users of the device. They 
used cut-ins to introduce the king-size 
and filter-tip brands that crowded the 
standard cigarettes on cigar counters 
in the i)ast \ear. 

New cigarettes, like most new prod- 
ucts, are introdmed on a market-hy- 
niarket basis, until they gradually 
achieve national distribution. In the 
ultra-competitive post-cancer scare at- 
mosphere tobacco companies w ere anx- 
ious to put a particularh big advertis- 
ing push behind their new entries. 
Prime spot tv time is tough to clear. 
Furthermore, the tobacco companies 
already sponsor 20 network tv shows 
every week. Local cut-ins, while ex- 



pensi\"e, pro\ ided the new brands iden- 
tification with existing network prop- 
erties. On NBC alone. I\. J. UeMiolcls. 
American Tobacco and 1*. Lorillarcl 
used network tv cut-ins on their shows 
to push their new brands. 

l\\entually . as the new cigarettes 
achie\ed more than si)Otty distribution, 
the tobacco companies were able to use 
regional cut-ins, which are generally 
compartively cheaper than clearing lo- 
cal cut-ins over scattered stations. Ive- 
gional cut-ins are always arranged 
through the network, and the rate 
charged is the cost of the film studio 
or announcer at the station of origina- 
tion, plus an extra charge for the addi- 
tional feed lines. 

Another use of local cut-ins in recent 
times is illustrated by Buick on The 
Milton Beile Show (through Kudner). 
The cost of the car diflers in dilTerent 
localities. Therefore, the agenc\ sched- 
uled 1 1 -second cut-ins w ith slides show - 
ing the local price on more than 100 
stations. In the same way, an ad\er- 
tiser can localize the appeal of his par- 
ticular product in dilTerent parts of the 
countrv hv usin<r cut-ins. 

The third reason for using cut-ins is 
to give local dealer tags. Roto-Broil 
(through Products Ser\ices) did just 
that with its sponsorship of the Klec- 
tion Night returns over CBS and NBC, 
though probably on a grander scale 
tlian generally attempted by one-shot 
ad\ertisers. Koto-Broil used local cut- 
ins of 11 to 20 seconds on some 160 
stations. 

Here's how it worked: 

Dealers had been notified that l\oto- 
Broil was planning to sponsor the Elec- 
tion Night returns. They were in- 
formed that they could get a dealer 
mention provided they placed a speci- 
fied order. These cut-ins were slides 
with the names and addresses of the 
local dealers in a particular market, 
while the regular network announcer 
was heard voice-over, urging viewers 
to go to their lo< al retailer. 

In some instances, Koto-Broil got 
package deals because it used more 
than one cut-in per station. In Dallas, 
for example, Roto-Broil had six cut- 
ins — three on CBS and three on NBC. 
Some stations ga\"e package rates of 
approximately 5% of a network hour. 
Other stations charged virtually their 
regular spot rate. One particular sta- 
tion charged $600 for the cut-in. To- 
tal cost of the cut-ins alone on that 
evening was between $10,000 and 
$12,000. 



HOW TO GO 
BIG-TIME 
IN TV 
WITHOUT 
OWNING 
FORT KNOX 

Buy PASSPORT TO DANGER . . . hottest 
property available to local and regional 
advertisers! This is a brand-new, 
bang-up show, the kind only the big 
networks can usually afford to put on . . . 
and it's yours at a remarkably low cost, 
well within the reach of almost all local 
sponsors. Nothing else you can buy gives 
you a star like this . . . slick production 
. . . elaborate foreign settings. And 
what a promotion you can build around 
the magic of Romero's name! No wonder 
Blatz Beer, Welch Grape Juice, and 
other "savvy" advertisers have already 
snapped it up. Better check your market 
. . . contact one of the offices below. 



CESAR ROMERO, starring in . . . 
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l)e;;pllc llic >ti{T charge. Rolo-liroil 
\va< pleased with the resuhs. Initial 
dealer orders \Nere snhslaiilial. and the 
dealers were delighted with the slide 
iiietttioTi. Koto- Broil was able to open 
up a lot of new acronnts a> a result of 
the promotion. Also, sales of the rotis- 
>orie were sparked toiisiderahK . 

Network t\ <'Ut-iiis are. of course, a 
rarry-()\er from network radio. Such 
ad\ ei ti.*ers a^ Vi\C,. Hristol-M) crs. Gen- 
eral .\Iill>. Philco. General I'oods —to 
mention ju>t a fe\N had long l>een 
using network radio cut-ins to ad\er- 
tise diflerent brands in \arioiis regions 
ov to insert local messages. In radio, 
as in tv. some networks are more re- 
ceptive to cut-ins than others. y\BC 
and MBS have always heen generally 
more willing to make network radio 
cut-in deals than GBS and M>G. By 
the same token. \BC and i)u Mt>nl 
were more likely to permit their u>e in 
t\ sonic two or three \ears ago. To- 
da\. howe\er. the j)re>siire of major 
network t\ <lients rc<|niriug local and 
regional < ut-ins is Mich, that NBG has 
joined the ranks of networks making 
< ut-ins easier for adxertisers. Ci^S still 
lea\e> clearance of cnt-ins up to the 
indiv idual client. * * * 



ADDED STATIONS 

{Continued from ])oge 45 1 
all) because of fringe coverage from 
other cities. Still others — like Dayton 
— ha\ e on\y one or two stations on the 
air because one or more uhf operators 
have returned their GP's or have sus- 
pended ser\ i< e and no new applications 
ba\ e been made. 

4. ('ompetition for new channels, 
particular!) \lif. is often fa>t and furi- 
ous. /\s a station relation.* executi\e of 
(^BS W said: "Applicants max call a 
truce, band togcthc^r and put a station 
on the air pending final Ft^C deci>ion. 
Phis has ahead) happened with KSLA, 
in Shreveport. But in the biggest mar- 
kets where vhf channels are still in 
contest, most appli<'ants aren't likely 
to gi\e an inch and the process ma) 
drag on foi months. 

Here are detailed highlights of the 
situation according to SM market size: 

Boston: The Huh Cit) now has two 
\hf and one uhf channels o|)erating; 
it s the biggest of the ( ilies w here sta- 
tion clearance in t\ is still a major 
headache. Another uhf-er. Channel 44. 
has been granted. Phcre is one more 
\hf channel assigned to the area — but 
five major applicants, from UuMont to 



real Sales KNOCKOUT 
in the Detroit area 



CKLW-TV 




channel 9 



the Boston Post, are battling for it. 
Outlook for 1955: No change foreseen 
before fall in vhf. WjDW, which has 
had a uhf 44 C.P. for more than a vear. 
niav put its tv station on the air in 
1955. 

Pittsburgh: This city is the biggest 
two-station market on the U.S. map; it 
has one vhf (W'DTV, now Westing- 
house-owned) and one uhf (WENS) 
actively on the air. One uhf channel, 
53, suspended after sub.«tantial losses. 
A vhf channel. 11, is hotly contested 
by two applicants. CBS TV. however, 
is currently seeking FCC approval for 
a deal which may add another vhf-er 
to the area. (HJS's plan: To purchase 
Steubenville's WSTV, Channel 9 and 
mo\e the transmitter to Florence. Pa. — 
just three-and-a-half milc-^ from down- 
town Pittsburgh. The Columbia tv web 
may need the outlet, too: WDTV is 
going to be a basic NBC T\'^ outlet, and 
some CBS T\ shows may lose their 
prized slots. Outlook for 1955: It's 
all up to the FCC. 

Aew Orleans: Two stations are on 
the air in this city; one (WDSU-TV) 
is a firmly established \ hf, the other is 
a recent uhf. Grants for three more 
uhf stations ha\e been issued, although 
one (WTi.O. Channel 20) was recently 
returned. Three local radio stations — 
\\\\'L, WNOE, and WTPS— are com- 
peting for the sole remaining \hf chan- 
nel, 4, not yet assigned. Outlook for 
1955: You probably won t see another 
vhf outlet in the market this year. One 
or more uhf-ers. ho\ve\ er, ma) go on. 

Providence: ('urreutly, this New 
England market is a two-station city, 
with one uhf and one \hf channel ac- 
ti\e. A union of three applicants, 

[Please turn to page 116) 
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"KRIZ Phoenix said to feed him Dr. Ross — 
that's why he's so friendly." . 
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you don't buy the cane— 



YOU BUY THE SUGAR! 



There's only one radio station in Kentucky that gives 
you exactly what you need — /be right cost! 

KENTUCKY'S SWEETEST MARKET 

WAVE'S 50% BiMB daytime coverage area almost exactly parallels 

the rich, 27-county Louisville Trading Area, where 

42.5% of Kentucky's total effective buying income is concentrated. 

TOP PROGRAMMING — TOP AUDIENCE 

WAVE is the o)ily NBC station in or near Louisville. 

Plus that, WAVE commands high listenership by investing in 

io^ local programming — employing 44 people exclusively 

for on-the-air RADIO activities. 

You don't have to raise cane. You get the sugar when 
you use WAVE. NBC Spot Sales has the figures. 



WAVE 
LOUISVILLE 



5000 WATTS 
NBC AFFILIATE 
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10,000 WATTS 

Transmitter: Los Angeles, California 
Executive Offices: Santa Monica, California 

National Representatives: 
Forjoe & Co. New York, Chicago, 

Dallas, San Francisco 
Dora-Clayton Atlanta, Georgia 

GEORGE A. BARON, Gcn'l Mgr. 
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If youjsefTV|film 
you|ee?|OHDED 
TV film servioe! 

Saves You Money, Worry 
and fAistakes! 

I< COMPLETE TV FILM SERVICE FOR 
PROGRAMS OR COMMERCIALS 

Shipping • Splicing • Routing, 
Scheduling, Print Control 
Records • Examination, 
Repair, Cleaning, Report on 
Print Condition • Storage 
Supplies, Equipment 



TV FILM SERVICE 

LOS ANGELES • NEW YORK 

904 N. Lo Cienego 630 Ninlh Ave 
BR 2-782S JU 6-1030 



FASTIS 

iMdVM tft More ttikt^nit 



liowrxer, will bring a new vlif s^tation, 
\\'PRO-T\\ Channel 12, on the air "in 
90 days." according to the John Blair 
rep firm. Protest to the FCC had pre- 
\ iou?l\ hlocked the CP. 

Miami: Two stations are on the air 
ill this resort city, but four more are 
in the works. The FCC has already 
granted CP's for two uhf-ers, Channels 
27 and to W'MIE-TV and WMFL. 
Hither may go on within six months, 
according to network sources. Two 
more channels. \hf 7 and 10, are each 
being sought l)\ four big applicants, 
[ncidentall)', \iles Trammell, e\-NBC 
chairnian, is jiresideiit oi one of the 
firms seeking Channel 7. Outlook for 
1 955: Strong ])ossihility of one more 
ulif-er; some cliance for another vhf 
station. 

Tampa: One uhf channel. 38, is cur- 
rentU acti\e in the Tampa-St. Peters- 
burg area. Howe\er, CP's lia\'e been 
granted to two ap|)licants for \ hf chan- 

★ ★**■*■★★★ 

• llie aloniic ami oloctnmic age in 
which we now live, rhaiij;os an; transpir- 
ing :il Mirli a rapid rale, that it takes 
more lliaii our past experi<'nre lo adjiisl 
lu lliein. anil lo apprerialo and fnllv 
roniprrhend llieni, lint nfler all is ^aid 
and don<>. tlie <>ITorls in which mc are 
cngaficd ar<> slininlaliiig hccansc they 
are for ihe purpose of onlerlainiiig and 
iiiforiiiiiig and cducatinir people and 
nol for dc-troying iheni. Th<>y arc in- 
Kniilcd lo serve the coi'.>lrncliv<! pnr- 
poscs of advancing civili/.nlion, increa.^- 
ing liap|>iness and making life more 
meaningful." 

1?1{I(;. CEIN, DAVID SAHiNOFF 
Chnirmau of tho lionrd 
nCA and MiC. AVic York 

nels (" and 1,']. The first of these. 
Wn-'LyV-'rV. expects to be on the air 
earl\ in February, according to its 
rep.'john HIair. The other. WTVT. has 
set March as its target date, according 
to A\er\ -Knodel. Outlook for 1955: 
Tam])a will go from a one-slatioii to a 
thiee-statiou citv. 

7 olcdo: \notlier market currently in 
the one-slali(ui category. Toledo may 
also jump to three stations this year. 
A CP has been granted for uhf chan- 
nel 79. and the owners hope to get on 
the air b\ ini(l-l955. The remaining 
chainiel for the area, \hf channel 11. 
i< being cont(^sled Ijy no less than 
se\en applicants. llowc\er. the appli- 
cants are currently tr)ing to agree on 
an "interim' d(\d \\liereb\ each firm 
puts up SlOO.OOO to put a station on 
the air, with the ullimate winner of the 
F('(?s nod to pay back the others. 
Outlook for 1955: At least one. and 
pos.sihU two more stations. 



TALENT COSTS 

[Continued from page 37) 

rights for writers on the show. 

"No matter what you say about the 
agents wanting to pick the best non- 
performing talent for a show,"' said an 
agency man. "there's no denying that 
an\ agent has a natural bias in fayor 
of his clients and when this agent is a 
power in the business, this natural bias 
means something." 

In some agenc\ circles, there is an 
inclination to pooh-poob the idea that 
an agent with a large list of clients can 
do any better than an agent with only 
a few. 

"It's the star who counts." said one 
adniau, "not the agent. If a star is 
worth nu)ne\ to a client, the star will 
get ju.-t what he's worth and it doesn't 
make any difference who the agent is. 
If \ ou want to start putting the blame 
on somebody for high costs, how about 
blaming the sponsors who are shelling 
out all this dough?"' 

The fierce battle for supremacy 
between CBS and NHC is playing di- 
rectl) into the hands of WM and MCA. 
a nundier of agency men fear. 'Ibis 
giyes the agents, these admen say. an 
opportunity lo pla\ one network 
against another and bid up talent 
prices. They cite the recent case of 
CBS' Ed Sulliyan. an MCA client, as 
an example. 

As one well-informed [jrograming 
executiyc tells the Sulli\'an story : 
Sonin W'erblin. MCA yice president 
and its top ty talent negotiator asked 
\BC if it was interested in Lincoln- 
Mer<'iiry's top salesman, whose CBS 
contract ex]nres next fall. NBC was, 
offered Sulli\an around S8.000 a 
week, substantially abo\e what he was 
getting, and a long-term contract. CBS 
has first refusal rights for Sulli\an, 
meaning it has to be giyen the chance 
lo meet an\ oiler. 

Sullivan's Toast of the Touu is the 
anchor show on CBS' Sunday night 
lineup. CBS' entire Sunday evening 
schedule would be in jeopardy were 
Sullixaii to join M5C. rnwilliug to 
li\e without Sullivan, CBS met the 
\I)C offer land some sa\ it beltered it 
a little I. In the final settlement, Sulli- 
\ an got .So. 200 a week and a 20-ycar 
contract, which includes being paid 
for ju.-t pronn'sing to work for no 
other network. 

The Sullivan case was not the only 
recent example cited. 1"he details are 
not im]iortanl. \\ bat is important is 



116 



SPONSOR 




24 JANUARY 1955 



117 



admen feel that part of the cost of the 
taliMit the\ i)a\ for represents nothing 
more or less than insurance against 
inter-network raiding — or agent-in- 
(hi< cd inter-network laiding — rather 
than pa\ ment for audiences dehxcred. 
More on this later. 

•f- The specla<iihir>. ^a\ the ad 
agencio. ha\e had a hig impact on 
talent costs. As one agenc\ man put it: 
"A> >oon i\> NBC announced it Avas 
going to j)iit on ?pectacular>. talent 
pri<-es siiddeni) jumped.*" The so- 
<'allcd l>al)\ spectaculars on CBS. 
Slioirer of Stars and HesI of liroad- 
nay. made the situation worse, he said. 

W liilc not den\ iug the po;-iti\ e ex- 
citciuent \alnes of the spectaculars, ad- 
men point out that, ou the other side 
of the ( oin. their nature made it iieces- 
sar) for the networks to bring in names 
of manpiee standing which means 
moue\ stars. For IVIU" the stakes were 
high. I lie network was not f)nl\ cast 
iu the role of stimulating interest in 
color sets for its parent <'ompanv. RCA. 
hut was determined. 1)\ means of the 
spei'taculars, to ride roughshod o\'er 
CHS competition. Onh 1»\ accom|)lisli- 
ing this latter joh. sa\ admen, could 
the high-priced sj)ecta<'ulars jian out 
as a worthwhile l)u\ for advertisers. 
Those who saw iXBC's sales ])resenta- 
lion foi the spectaculars recall that 
riding roughshod oxer the <ompetiti()n 
was juA what \B(] prouiised. 

The significance of this, admeu now 
sa\ ruefully, was not K)st on WAl and 
M(>A. the two agents who <"ould delixer 
more luuiie talent than all the other 
ageut> combined. The result was that 
the network.- were asking WM and 
AI(>A how much su<h and su<'h talent 



would cost rather dian telling them 
that they could afford oidy such and 
such an amount of dollars. \\'M, which 
represents Max ijiehman and hooks 
the two Liehnian spectaculars, is ohvi- 
oush in a strategic position here. 

There w as another aspect of the spec- 
taculars that alTecled the talent market. 
This was their peiicdie nature, which 
meant that a new ])o<>l of talent wa.'; 
available. namel\. the fdm stars who 
were interested in t\ — or just plain 
money — but who feared that every- 
week piogramiiig would de,stro\ them. 

So. bccau'ic of the periodic nature 
of the s))ect£iculars (as well as the tax 
law,* I the prices asked for talent by 
WM and MCA tended to be high. But 
a numl)("i- of ageuci(>* wish that \^'M 

★ 

4»C«iiiille!>* iiiii[iioii« of dollars are he- 
iiifi ^|)^'nl for .■i("i<'iilif'i<' researrli \isvi\ 
ill (IcM'lopiiis new |)ro(^ll(!l^. Tlial's 
siiiarl. Ill roiiiparisoii., only pennies 
are Iteiii;; ^|>Olll for xdiiid advertising 
an<l iiiarkeliii researeli lc> help 
these produets more eeononiirally. and 
that's not so smart. lndii«lry needs re- 
liable and Ixdicvalth' advcrlising re- 
searrli to help move the steadily iiioniit* 
iiiK output of goods.** 

ei)(;ai{ kobak 

ARF, iSew York 

and M("A could have shown more 
restraint. 

'flic entrance of additional fdm stars 
into Iv is not unwelcome by the net- 
works. ]?ul some of the program men 
are riled at ba\ ing to pay high ])rices 
for talent w ho, they sa\ . consider their 
Hollywood careers up))ermost. look at 
t\ as a 'slcpchild and use it as ;i second- 
ary .*oU("e of income. 

One of the biggest problems with 
high tv talent costs, the agen<'ies sav. 
is the wa\ in which the\ snt)wl)all. A 
hig factor heic is jjrcstige. If one star 
gels a certain figure, another one will 
Icel li(» itiiisl get the same (or more) 
to keep his slanding in the enteitain- 
mcnt ii)(liistr\. 

Here's one agcnc\ executive's com- 
ment on how WW. and taliMit have 
been "edu(\ited " 1)\ l\ s <'osl treiuls: 

"Once M5C \ ielded to a price of 
.'r^.'iO.OOl). as it did in the case of Ciuger 
Bogers. when she appc^ared ()n a spec- 
tacnlat. it can t expect agents to a>k 
\ur .sIO. ()()() when it iuipnrcs about a 
nam(> of similar or bigger niagiiilnde. 

'"Not long ago one of {\ > top com- 
ed\ stars was asked how much he 



wanted to do a spectacular. The price 
he came up with was $2.50.000. The 
NBC inquirer expressed himself as 
aghast and asked the star bow he 
arrived at that figure. 

"■"Well,' the star retorted, "jou paid 
Ginger Rogers 850,000 and I consider 
nnself as certainly worth fi\e times 
that.' ■' 

file influence of the prestige factor 
spreads out like ri])ples from a stone 
thrown in the water. One adman cited 
the case of Gloria Swanson. who asked 
for $75,000 to do "Sunset Boulevard" 
on Lux }'i<leo Theatre, a price con- 
sidered way out of line and. iu this 
case, a price thai was not paid. In 
defense of the talent agents, another 
adman said that they were the victims 
as well as the \ ictimizers in this num- 
bers game involving prestige. And, it 
is said, the Las \'^egas talent jjriee level 
has had a iiiinoi' but perceptible infln- 
ence on video. 

It is not oiiK the high-priced shows 
that are affected. The big talent cost 
numbers trickle all the way down the 
line and ha\c a varieil impact on less 
expensive shows and talent. 

Some agencies are griping about 
the long-term contracts which pay tal- 
ent for t} ing itself ex(dusi\ ely to one 
network. In the Jackie Gleason deal, 
for example, the star will get Si. 5 mil- 
lion over a period of 15 \ears, or 
roughly, $2,000 a week, from CBS 
whether he works or not. 

One agenc) man summed up the 
problem as follows: 

More and more stars (and their 
agents I w ill be asking for this kind of 
deal, file iiione\ paid out w ill p\ rainid 
and become, in effect, a cost of doing 
business, so far as network accounting 
is concerned. The result is that this 
cost will, in the long run. be borne by 
all network adverti.iers. and not only 
the sponsors who bu\ the particular 
star. 

Some of those close to tlic talent 
situation sav that the income tax laws 
have had more of an elTecl on tv costs 
than most adnicn realize. It is pointed 
out that tax brackets rise to 91 'r' 
and that after a star s taxable income 
rea<-b( s '^200.000. nine out of e\er\ 10 
dollars he cams goes to I tu le Sam. 
F(u- a star who ahead) has a substan- 
tial income, additional appeai'auces on 
tv ine\ ilabh call for a lot of cash to 
make his after-tax income a tangible 
return. 

fhc hig trend is toward setting up 



JUST RELEASED! 




11,000 TV or Radio illustrated quiz questions 
, . . Historical. Geographical. Sports, Humorous, 
etc., on 16 mm strip film. Answers keyed on 
film. This wealth of material is a quick-show- 
builder, and is a must in everyone's library! 

SI 5.00 for hundred questions (your own proper- 
ty, exclusive in your area). Special price for 
complete package of 11,000. 

Write, phone or wire; 

K-G PRODUCTIONS 
3337 LindcII Blvd., 

FRanklin 1 -3620 ST. LOUIS 8, MO. 



118 



SPONSOR 




With "TRUTH DOLLARS'-that's how! 

Your **Truth Dollars" fight Communism in it's own back ya.rd — behind the 
Iron Curtain. Give "Truth Dollars" and get in the fight! 



"Truth Dollars" send words of truth and 
hope to the 70 million freedom loving peo- 
ple behind the Iron Curtain. 

These words broadcast over Radio Free 
Europe's 29 transmitters reach Poles, 
Czechoslovakians, Hungarians, Romanians 
and Bulgarians. RFE is supported by the 
voluntary, cooperative action of millions 
of Americans engaged in this fight of good 
against evil. 

How do ''Truth Dollars" fight 
Communism? By exposing Red lies . . . 
revealing news suppressed by Moscow and 
by unmasking Communist collaborators. 
The broadcasts are by exiles in the native 



tongues of the people to whom they are 
beamed. 

Radio Free Europe is hurting Commu- 
nism in its own back yard. We know by 
Red efforts to "jam" our programs (so far 
without success). To successfully continue 
these broadcasts, even more transmitters 
are needed. 

Every dollar buys 100 words of 
truth. Thafs how hard "Truth Dollars" 
work. Your dollars will help 70 million 
people resist the Kremlin. Keep the truth 
turned on. Send as many "Truth Dollars" 
as you can (if possible, a dollar for 
each member of your family). The ^ 
need is now. 




FIGHT 
COMMUNISM 




with 

'TRUTH DOLLARS" 



Support Radio Free Europe 

Send your ''Truth Dollars" to CRUSADE FOR FREEDOM c/oyour Postmaster 
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staff- ill busiiie». \\ liile the tax situ- 
ation i> a toiiiplicalcd one, what it 
comes down to is that once a star in- 
corporates his personality in some 
form he lias additional opportunities 
to turn his skill into money. lie can, 
for example, put himself on film and 
get additional ie\('iuie from reruns. 
He can set up caj)ital ;;ains situations 
and he taxed at the lower cajjilal gains 
rate. Star after star has set up or been 
set up in a fdiii producing outfit for his 
l\ show. 

One result of all this has been the 
influx of additional advisors to the 
star's retinue. Business, or personal, 
iiiaiHigers are imicli more numerous 
than before t(>le\ ision. There are also 
law\ers and acconiitants to add their 
ad\ ice. 

Since the star is no expeit in the 
abstruse tax field, there is a tendenc) 
for him to lean more on bis ad\ isors. 
Both W'M and MCA (and their law- 
yer exei iili\es. Nat Lefkowttz and 
iMauiice ."^clireier. respecli\ el\ I are 
past niaster> in the fiebl of atKising 



TRIED by a 
10 MAN JURY 




Yes, 10 of the current accounts 
on Bob Trehor's "DAY- 
BRf^AKHR" Show have been 
sjwnsors for 3 or more years. 
Several for 4' 2 years on this 
5-)'ear-okl show , 

T he verdict of this 10-man 
jiir)' is justified! From morning 
to night WVET gets resitlta 
in the Metropolitan Rochester- 
Western New York Market, 
■^rd largest in America's first 
^tate. 

5000 WATTS 




IN ROCHESTER, N. Y. 



Represenfcd Nalionolly by 
THE BOILING COMPANY 



clients on lax matters and fashioning 
contracts to extract as iiuicli net in- 
< ome as possible out of a star's gross. 
This enhances their already ob\ ious 
elements of power. 

One sidelight touched on 1)\ an 
agenc) man inxolved with talent nego- 
tiations is what lie called the tendency 
for a star's asking price to be pushed 
up because of contending advisors, 
lie said, "'riie agent, llie business man- 
ager, the law)'er and tlie accountant 
all want to show they have the star's 
best interests at heart and prove it by 
insisting he is worth more than the 
other ad\ isors say. If the business 
manager says his boy is worth S50.()0(), 
the agent may answer that the price 
will be hard to get but he'd better go 
out and try.'' 

A talent man told sponsor that the 
increasing number of stars who are 
|)roducing fihiis for tv under the aegis 
of their own corporations has pro- 
duced an ironical turn of e\eiits so 
far as lh(> networks are concerned. 
The networks, he said, were afraid to 
go into film production themselves 
because of the possibility of conflicts 

★ ★★**★■*■■*■ 

»»'rii<' iMiiirii^ioii alioiil raliiiK^ arises 
more lliaii an>llilii!i else from simple 
inisiiii<!<Thl;ni<liii};s of llic fiiii<"li<iiis of 
lele\isioii siir\eys an<l misiiilerprela- 
liiiiis of llu-ir finilinK^. Aii<li<'iice nica- 
Mir<-m(-nl is a va>lly roiiiplicaled snli- 
jccl aii<l raiinol be fiillv k"*""!'""*' *»'|I'- 
oiil loiiK ami carefnl siixly.** 

!ir(;ii :\!. hI'Viij.e. jk. 

Diri'rinr lirsrarrli it I'ltiiiiiiiif; 

MIC, Veir \„rli 

Ix'tweeii the li\(> and film imions. 
Hence. llie\ were Iiistruiiienlal in set- 
ting np talent as l\ film producers. 

""\\ liat started olf as a fa\oral)l(> tax 
position for the talent and a workable 
( (>ii\ cnience for the networks sudden- 
1\ turned into a loss of control for 
the latter. The star wlio had been put 
into the film business can now sa\ : "1 
own this show and if \ou want a new 
deal. \on'li lia\e to talk to ni\ agent.' 
\ti(l this is either W M or MCA." 

\nother bit of iroin about lliis situ- 
ation iinoKc-s not oiiK tli(> networks 
i>iit the network sponsors. Ihe increas- 
ing anionnt of film shown on networks 
has meant a corresi)onding d(H'rease 
in use of li\<^ facilities. An agenc\ 
iadi<)-t\ clii(>f ex|>resse(l some fears 
about tliis development: 

"1 assume that the networks arc 



still amortizing their equipment. Well, 
if they are, that means each live sliow 
is hearing more of a production cost 
burden. That may explain why our 
production costs have gone up lO'/c 
over last year. And now I see CBS has 
joined \BC in saddling us with that 
S-^OU film origination charge. That's 
outrageous! Gas stations give free air, 
hotels give free water. Wliv should 
networks <"liarge us for running a 
film?" 

With some of the long-term effects 
of the economics of the talent market 
already beginning to appear, the ques- 
tion naturally arises w hetlier ain thing 
can or sliouhl l.>e done about the t\ 
cost situation. This cpieslion will be 
discuss<>d in the next issue, along with 
a further look into the operations of 
\\ M and M("A, an analysis of the cost- 
per- 1,000 figures for name shows and 
rebuttal from those who feel talent 
agents ha\e not acted imreasonabl) in 
raisinu; costs. ■*•■*•■*• 



ROUND-UP 

[Continued f rout page 76) 

In 1929 Richard II. Mason went, to 
work at W'PTF. Raleigh. X. C, as a 
part-time announcer and singer. This 
niontli he celebrated his 2.5lh anniver- 
sary with the station — of which he 
now is ))resident. To mark the e\ent. 
S. 15. Coley, chairman of lire board of 
\\ RTF Radio Co.. ga\ e Mascm a silver 
l>owl and 2.T-\ear certificate. In recall- 
ing Mason's career at Wl'fF. Cole\ 
said llie pre-ent station president, after 
part-time announcing-siiiging chores 
for two \ ears, was made program man- 
ager. Thr<H' \cars later he was pro- 
moted to general manager and in 191-1 
was elected to the board of directors, 
lie was made a \ ice president in 19.t1 
and in l)(Henilicr of 19.1.5 was elected 
|>resideiit. L nder Mason s management 
and direction the outlet has grown 
from a one kw part-tim(> station to SO 
kw full-time \\]C affiliate. 

« « « 

Tlie Mar\ land-l).(L Hi'oadcastcis As- 
i-ociation has formed a Freedom of In- 
formation committee. re|)orts 11. Leslie 
I'eard Jr.. jiresident. Function of the 
committee' is to operate as a "watch 
dog" to protect access to news and in- 
formation. Members of the connnittee 
are Tom W liite. W BAl,.AM-T\\ cliair- 
iiuni; Theodore (Ted) Kooj). CBS. 
W'asliington; Charles Truitt, W'BOC, 
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You'll be surprised at these tiflures ! 



Thanks to the thrift of eiiiplox'd Aiiiericiius and 
the eo()])eration of 15.000 eoni[)aiiics which have 
enrolled more than 8.000.000 men and women in 
the Payroll Savings l*lan — 

• Sales of E and H Bonds (H Bond is the current-income 
> companion piece of the E Bond, sold only to individuals 
I and purchased in larger denominations by executives) in 

1 1954 totaled S4.9 billion, a new peacetime record. 

I 

• Sales in 1954 exceeded all redemptions in that year of 
matured E Bonds and unmatured E and H Bonfls by more 

I than $400 million — the highest net amount since 1949. 



• Cash value of E and H Bonds outstamliiig reached a new 
record high of $38.2 billion, a gain of $1.5 billion in 1954. 

• This $3o.2 billion cash holding by individuals represents 
14% of the national debt. Never before has the national 
debt of our country been so widely held. 

These figures, far more effeetively than mere words, 
tell the story of 'IMie Payroll Sa\iiigs Plan — \\\\\ it 
is good for Ameriea. why il is good for husiness. If 
you do not have the Plan, or if you ha\e the (Man 
and v(mr employee percentage is less than 50%, 
phone. \N ire or \Nrite lo Savings Hond Dixision, 
U. S. Treasury Department, \Vashingt<m, D. C. 



The United States Government does not pay for this advertising. The Treasury Department 
thanks, for their patriotic donation, the Advertising Council and 
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and Man Loiijr. W'FMD. 

Frederic k. 

« « « 
Al Jiirvis. wild is iii.r. of Make Be- 
lieve Ballroom lui KF\\'I>. Hollywood, 
has met an a\najie of 3.000 |)C()])lo 
(nicli Saliirdax at liis ])ersonal a]i- 
]3earan(cs at l,o> \ii<;<'l(^s >u]3er mar- 
kets. Mort ."^idlex. station manager. 
-a\s tliat the KFW H inercliaiKlising 
progiam lias hronglit so many new 
|ie()|)le into tile markets tliat tlie sta- 
tion lia^ a waiting list of more than 
.'^0 stores wliieli wi>li to ])ailieipat(' in 
the ])lan. ()nl\ paxofT reijuired from 
tile maiket is jirodnct disjjlay .sjinee for 
KI' WI) food a(h ei t i^ers. One market 
wrote the station that '"the Saturday 
.|ai\i> made his apjiearaiiee was the 
laige>t single da\ hotli in tlollar \()1- 
ume and customer eoimt in the liislorv 
of oiii market. 

* « » 

I'aced \\ith comix'tition from llnee 
\lif ^tation^ and its inahiliU lo ohtain 
network afliliatio.i. \VFMZ-'T\ . Allen- 
town. I'a.. a iilif station, has adoi)ted a 
|)oli(\ of live loeal ])i'Ograiiiing. In 
le>s than two weeks of f)|)erali()n it 
( I I hrouglit the \'oluntecr fire de])art- 
uicnt of a ncMglihoiing lowii. with its 
two frretrneks. into W r'\\IZ-'r\ V huge 
studio to domonstrate fire-fighting 
teeliiii(|ues : l2l hrouglit a prize win- 
ning hull into the studio, along with 
llie lauuer who raised it and the meat 
])aeker who hoiiglit it, and interviewed 
all tlir(>c principals: l3l again taking 
advantage of the large studio, lirought 
in an entire high school haskethall 
team to dfMiionstrale vaiious plavs. 

* * » 

'MUn-it-at-v onr-drugstore " will he 
the theme of next moutirs tv coimiMM- 




■ Noxt time I'll let KRIZ Phoenix tell me 



where to Ro to Ret gasoline." 



cial> telecast by I'liariuaceuticals lu<'. 
(."^erutan, Geritol ) . On its Douglas 
Eduards X' the \ervs. Juvenile Jury. 
Life Begins al Eighty and Meet Millie 
network tv programs, Pharmaceuticals' 
commercials will stress that the drug- 
gist, together with tlie physician, helps 
protect tlie faiiiilyV health. "Your 
(iruggist i.'i ready to help you in every 
iie(»d or eiiieigency," the commercials 
will sav. "Helj) him to li(>l]i you hy 
jiatronizing him."' Radio, iiews]3a]5er 
cirid magazine adveitising also will he 
used in tli(> month-long cam]iaigii. 
« « «• 

Claude Frazier ( left I . manager of 
WAG \. Allanti. is shown in the ])ic- 
ture handing over the ke\s to a 1955 
I'lymoulh HeKedeic sjiorts auto to Lew 
Kexnolds of the W \G \ sales stall. 




INniiolds won the car in a sales contest 
fMinducted among W \(^>A salesmen, lie 
brought in the greatest increase in ac- 
counts and dollar volume, both in 
numbers anil percentage-wise, to win 
tli(* ear. 

<i * * 

The next million-watt ulif tv statii*ii 
niav be K1'T\ , Portland. The outlet 
reports that it has recei\ed its trans- 
mitting e(]nipnient and lacks only a 
niterjilexer and two racks. It aims b)r 

a 1 Mai'cli |)o\\ ei-boost date. 

« » « 

Polh lladdad. |)ublicity iiiaiiagcr of 
WOKL. Boston, savs: "What better 
mecliuni than ladio to get all rliuiclies 
to keep their doors open at all limes, 
and to get all jieople to take advantage 
of these opiMi (loois whenever tliev fe(>l 
the need for meditation, solace and 
comfort? /\nswering liei own (]]ies- 
tion. Miss lladdad sa}s her station, 
(doperating with the Open ("linrcli As- 
sociation of (Gloucester, is ailing a 
dailv I.S-niinnte ])r()grani |)lns an- 
uoiuK (MiKMits tlironglioiit the da\ urg- 
ing listenei-s to visit a cinircdi and lo 
leave theii' tionbles there, " l he trend 
aheadv shows nior(> and moi'c clmrches 



leaving their doors open after Sunday 
services are over,"' she adds. 

« « * 

A colorful 36-page book showing 
the historical development of Grand 
Rajiids with old drawings and pic- 
tures has been prepared by WOOD- 
AM-T\ . Pictures in the book contrast 
early Grand Kapids with the citv as it 
stands today and covers indnstrv. lius- 
iness. schools, churches, traiis])orta- 
ticm and other elements of the coiii- 
munity. In addition the hook gives a 
bird's-eve-v iew of the dav-hv-dav op- 
eration 'of WOOL)-AM-T\\ 
« * « 

The continuity writers at W1TC. 
Hartford, are getting .-ome unex])eeted 
coiii]ietition. Kecentlv one of the stu- 
dio engineers submitted a script for a 
s|)ecial jirogram and it was accepted. 
William Marks, the night supervisor 
of engineers, didnt stop with just 
\\riting the jirograni. however. He 
w(.Mit ahead to direct the show and had 
it ta])e(l in advance of its broadcast 
time. 

« « « 

An enoiinous cardhoard mailing 
pie<.'e arriv ed f)n ageiicv men s desks re- 
centl) from K\\, Los Angeles. A big 
folder, the jiromotion piece had a 
string tied around it and on the fiont 
cover showed an ele[)liaiit wrapped in 
]iaper, with the headline. "How to 
wra]) an ele]jhant."" Inside, the folder 
said that Lo> Angeles is like an ele- 
])hanl and has spread in all directions. 
Todav, savs the folder, le.is than lO'i 
of all retail sales are made in the 
do\vnlo\vn business area. To cover the 
whole retail sales area 50 miles or 
more in diametei- — you need KW. the 
station asserts. 

* « » 

iXever underestimate tin* power of 
a musical commercial. Fhe Mode 
()"I)ay Corp.. Los Angeles, in a re- 
cent series of ])roniotions for its chain 
of women's stores, used singing jin- 
gles ]irodnced hv Song Ads Co. of 
llollvwood. "We've nx-eived literally 
dozens of eomments from our store 
operators regarding the eiTe<-liv eness 
of onr Jingles in actnalb bringing 
ciistcmiers into onr stores. H. H. 
Lindstrom of the women's wear chain 
reported. "Dozens of sales were traced 
diieetlv to the <"oimnercial.*' Most 
amazing >lor\ he heard about. Lind 
stnmi ^ai(l. concerned a woman in Se- 
attle who wa> sick in bed. But she 
wrote in to >a\ that the jingle made 
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The I)ii(lgot is sot . (lie clioiit 

lias okayed tho general |)laii . 
xiow the pressure is on to draw np 
space schedules; compare stations . 
the hour is late, hut the agency men 
work on . work with Standard Kate . 
and if you have a Service-Ad 



near your listing 



you a 



For the full story on the values 1,161 media get from their Servii e- 
Ads, see Standard Kate's own Service-Ad in the front of an\ 
i edition of SRDS; or call a Standard Rate Service-Salesman. 
N. Y. C- Murray Hill 9-6620 -> CHI.- Hollycourt 5-2400 • L. A.- Dunkirk 2-8576 

I Note: Six years of continuous researcli among buyers and users of spaci- 
I and time lias revealed that one of tiie most welcome u^es of Ser\ ice-Ads 
j comes at those times account executives or media men are working i\ig!\l< 
or weekends, plannhig new campaigns or adjusting current ones. 



;ialixed 



"Speci 

programming 

REACHES. 
SELLS 

350,000 Hegro WarKei 




Joe Adams 

uals) ■ 





10,000 WATTS 

Transmitter: Los Angeles, California 
Executive Offices: Santa Monica, California 

National Representatives: 
Forjoe & Co. New York, Chicago, 

Dallas, San Francisco 
Dora-Clayton Atlanta, Georgia 

GEORGE A. BARON, Gen'l Mgr. 



FOR HOTEL ACCOMMODATIONS 
IN IV EW YORK CITY 

CALL YOUR LOCAL TRAVEL 
REPRESENTATIVE OR 
TELETYPE — N Y 1-3601 



F.AiGRAND CENTRAL AREA 




'Shelton 



LEXINGTON AVENUE AT 
•19TH STREET 

1200 Modern Rooms Tele- 
vision equipped. Reasonable 
Rates, Swimming Pool 
. (complimentary to guests). 
Coffee Shop, Restaurant, 
Cocktail Lounge. 

RADIO CITY AREA 




[III 



5Ist STREET, )UST EAST 
OF 7th AVENUE 
A 23 Story Modern Hotel. 
Accommodates 1,00 0 
Guests. Sensibly Priced. 
Breakfast Room, Stock- 
holm Restaurant. AAA 
Recommended. 




TIMES SQUARE ARIEA 





44th STREET, EAST OF 
BROADWAY 

Comfortable Accommo- 
dations for 800 Guests 
at Moderate Rates 
Coffee Shop and j^^-. 



Cocktail Lounge 



m 



her feel so good that she disobeyed 
her doctor, got up, went to a Mode 
O'Day store and bought herself a dress. 



I'ele-^ell Merchandising is the 
name WCCO-TV. Miimeapolis, gives 
to its food merchandising plan. The 
station will offer food advertisers the 
<lioice of three plans (based ii])on 
wceklv ex])enditures for \\ CC()-T\ ad- 
\ertising). All three plans offer from 
30 to 75 mass displays in about 110 
Cooperating super markets; guaranteed 
shelf exposure; shelf talkers and other 
merchandising aids. Don Gillies, 
\\ CC()-T\ merchandising director, su- 
pervises the "Tele-Seir' plans. 
« • • 

The advertising industry is getting 
all sel to j)ul)licize itself during Na- 
tional Adverti-ing W^eek, 13-19 Febru- 
ar)'. Major {)romotion of llie week is 
being handled by the Advertising Fed- 
eration of v\merica. J. L. \^an \^olken- 
hurg, president of CBS Television, is 
.Advertising Week chairman. Other 
members of the committee include 
Roger Pryor, v.p., Foote, Cone & 
Helding; Elon G. Boiton, president of 
the AFA; Tom Ragland Jr., \\^I15Q, 
Memphis; Richard Geismer, I)u Mont 
Television; John Veck, Yeck & Yeck 
(Dayton agency) ; Dick Messner, Mar- 
bridge Printing Co.; Howard Abra- 
hams, National Retail Dry Goods As- 
sociation, and Jim Proud, assistant to 
the president, AFA. 

» » « 

When the 100,000th baby was born 
in the Columbia Hospital for Women, 
Washington, D. C, WTOP broadcast 
the blessed event. To make sure thev'd 
be on hand when the 100,000 child 
arrived, WTOP staffers Elinor Lee, 
I'atti Searight (])r()gram director) and 
James Sillman (WTOP Radio Direc- 
tor) were on '"standby"' for three 
days. The station forgot to mention, 
in its ]ness release, whether the babv 
tnrned out to be a boy or girl. 
• • « 

\\ AAM (t\'), Baltimore, has a new 
tradenunk. It's a sculjjtured figure, 
designed for the station by Jack Eam- 
beit. rii(^ figure is a ])()W(Mfi]l kneel- 
ing archer in the a< t of releasing his 
arrow. WAAM says this reprijsents 
the station's "top jiower" and its aim 
at tl](> heart of its community. The 
fiunre is bein"; used in station identi- 
fication, promotion announcements 
and other on-the-air amionncements. 



Mai Hansen, farm service director 
for WOW-AM-TV. Omaha, has been 
awarded a Certificate of Commenda- 
tion by the Nebraska County Agents 
Association. The certificate read in 
part: . . Presented to Mai Hansen 
for meritorious public service in the 
field of agricultural education. His 
efforts made it possible for thousands 
of people to understand better the ob- 
jectives of the agricultural extension 
service. His work has aided county 
agents in carrying their education 
program to people throughout Ne- 
braska . . 

» ♦ • 

It was ladies' day all day one recent 
Wednesday at KI-,AS, Las Vegas, Nev. 
The station's operation for the day 
was turned over to the Las \^egas 
Business & Professional Women's Club. 
Tom Ivory, KLAS manager, said this 
was the third year that the gals have 
taken over the station during Xational 
Business & Professional Women's 
WWk. He says it creates high listen- 
ing interest. 

• » • 

Five radio and television executives 
recently were honored by the Joint 
Defense Appeal "for their contribu- 
tions to the cause of human rights." 
Network presidents Svlvester L. (Pat) 
Weaver Jr. of NBC T\\ Jack L. \^an 
Volkenburg of CBS TV, Robert E. 
Kintner of ABC. Thomas F. O'Neil of 
MBS and Ted Bergmann. managing 
director of Dn Mont, were honored by 
J DA. 

» » • 

To herald the 1.100-foot tower of 
WSAZ-TV. Huntington. W. \'a., the 
Huntington Advertiser ran a front- 
page picture of the structure. The 
photo was one colnnm wide and ran 
from the top to the bottom of the 
page. Cost of the tall tower, accord- 
ing to the paper, was $500,000. The 
station began tele<-asting in Novem- 
ber 1919 from a 310-foot tower. 

» • * 

Nearly every English-s])eaking conn- 
try in the world will soon be able to 
hear Conversation. The program, aired 
over NBC Satnrday nights, features 
Clifton Fadiman in discussions with 
famon*; men. Louis G. ("owan, who 
<'ouceivcd and now |)roduces the show, 
said the ])rog]am is being aired \\\ 
Canada. England, South Africa and 
Australia. ★ * * 
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49TH b MADISON 

{Continued from page 18) 

NO DOUBT ABOUT RADIO 

First, let nie say the I)fx;eiiil)er 13th 
issue of SPONSOR is really "loaded" 
with fine reading. It is one of the hest. 

We would also appreciate four cop- 
ies of die September 6th issue contain- 
ing the article "Spot Radio s Creative 
Salesman." 

By the way, for those who have 
their doubts about radio — we are en- 
joying the best December in 23 years 
Pat 0"Hallouan 
Sales Manager, KPQ 
IFeiiatchee, Wash. 



hook. May we pioceed as follows: 

1. I should like you to send and bill 
us for 51 copies of the book. 

2. Could you please send us 250 
copies of the reprint entitled "High- 
lights of the All-Media Study." We 
propose to send this to all niemhers 
together with our recommendation that 
they get the book ordering it through 
ns in order to simplify matters for you 
and make volume mailings possible. I 
sincerelv trust these arrangements will 
he acceptable to you and our congratu- 
lations on an extremelv useful and 



( omprehensi\ e stud). 

T. J. All.vkd 
Executive vice president 
CARTB, Ottawa, Canada 



Could you please send me a copy 
of the May 3rd is«ue of sponsor? If 
this is not possible, I would appreciate 
it if you could send me a tear page of 
the article "Psychology of Media." 

\\^\TTS Wacker 
D. P. Brother & Co. 
Detroit 

• Tlii.< !s trontrd !ii »iI'()V>OHV All-M<-<lia Kval- 
nation Slii«ly now in Ixiok form. Cost per ropy 
is SI. 



YEAR-END REPORT 

For years I have avoided subscrib- 
ing to your magazine because "I don't 
have time to read any more" but I 
find after reading your year-end re- 
port in the December 27th issue I can 
no longer ignore you. 

Enclosed is my check for $8.00 for 
a one-year subscription. 

William D. Van Dyke 

Regional Adv. Supv. 

Seaboard Finance Company 

Jacksonville, Fla. 



CORRECT LISTING 

I note that your "New Stations On 
Air" listing gives ERP in kilowatts for 
new stations. Since ours is one of the 
few directional patterns, our RMS 
power around the circle differs from 
our peak power along the coast line. 

. . . we are rated at 112 kilowatts. 
This is the peak power which we ra- 
diate up and down the coast, where the 
population is located. Toward the 
ocean our power is mnch reduced in 
order not to waste power on the fish. 
When we filed our application for 112 
kilowatts, they requested that we inte- 
grate the power over 360°. This cal- 
culation came out to 03 kilowatts RMS, 
which is the value you will find in FCC 
releases. 

I would appreciate \our listing us 
with the 112 kilowatt value. 

J. R. Meacheai 

General Mgr., IVEAT-TV 

West Palm Beach, Fla. 



MEDIA STUDY 

Many thanks indeed for the two 
copies of your All-Media Evaluation 
Study which were safely received. 

It occurs to both of us there is much 
very useful material indeed in this 



GOOD NEWS FOR TV AND RADIO ADVERTISERS! 
SONG ADS COMPANY ANNOUNCES A NEW 

SIGHT N SOUND 
PACKAGE ^150 

Never before has such an outstanding TV-Radio Package been offered at such 
a k>w, low price. Here's your oppxjrtunity to see and hear television and radio 
ideas prepared for you by America's foremost creators of singing commercials 
— The Song Ads Company. This is what you get for just $1 50: 



1 



ART DRAWN TELEVISION STORY BOARD. 

This depicts each scene as tt will be filmed in the finished commercial. 
Drawn by outstanding Song Ads artists, the story board consists of eight 
or more pictures with copy below each. Important action is highlighted; 
complete camera and sound instructions are indicated. The story board 
is made up from the |Migle you select from those submitted by The Song 
Ads Company, and described below. 

3 VOICE-PIANO AUDITION COMMERCIALS 

Each of the audition jingles will be created by a different composer- 
lyricist — in order to get a variety of viewfxjints and techniques. Each 
audition jingle will be carefully conceived and tailor-made to fit the cur- 
rent copy theme of your product or service. And Song Ads know-how, 
developed through the creation of hundreds of successful singing com- 
mercials, will assure you of fresh, original, memorable musical trade- 
marks Mail the couF>on now! 




Bob Sonde Don Ettey 



FREE! 



Del Porter lorry Greene 



YOU CAN 
BE SURE 

IF rrs A 



I PRODUCTION 



SONG ADS COMPANY 

6000 SUNSET BLVD., Hollywood 28, Calif. 

Please send me full information about; 

□ TELEVISION — Sight n' Sound Packagt;: S1S0 Sis)« 
n' Sound oudition record and (tory board ai described obove. 

O RADIO — Guoronteed Satisfaction Plan; Your new 
obsolute guorantee plan for singing commercials. 

□ SINGLE JINGLE PLAN — Radio- Audition Jingle: Your 
S75 plan Ihol entitles me to one voice -piano jingle on 
audition record. 

NAME 



6000 SUNSET BLVD., HOLLYOOD 28, 
CALIFORIA . . . Hollywood S-6I8I 



FIRM 

ADDRESS_ 
CITY 



TITLE^ 



_STATE_ 



24 JANUARY 1955 
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AN 

to the Nation's 
Test Market! 

WLBC-TV 

Muncie . . . sometimes called Mid- 
dlefown, U.S.A. . . . has been the 
nation's recognized test market for 
years. Reach this rich Muncie area 
market via WLBC-TV. 

70,000 UHF sets (May 1954) 
65% tuned to Channel 49 
$225 Base Rate 
All 4 networks 
Proven Test Market 




MUNCIE, INDIANA 





Itonuld S. Frost is the newly-elected vice 
jiresident in (liarge of adi.ertising for the Bristol- 
Myers Products Division oj the Bristol-Myers Co. 
/Is such, hell oversee the adiertising programs of 
(I long list of ])roducts ranging from Ipana and 
Biifferin to Mum and S<d Ilepatica- 14 in all, plus a 
new product. Ban (deodorant) , due out next month. 
Bristol-M vers participates in the Arthur Godfrey 
Time simulcast ; on radio s/ionsors Nora Drake and 
Godfrey Digest ; on tv, Garry Moore Show, Favorite 
i'laylioiise, F'oiir Star Playhouse. Also spot radio, tv. 



Ktlwnrd Plaut, president of Lehn & Fink 
Products Corp. ( Dorothy Gray and Tussy cosmetics, 
other cosmetics and proprietary products) . made 
news when he bought re-runs of I Love Lucy 
for coast-to-coast telecasting over CBS TV 
{usually re-runs are bought on a spot basis). The 
shotv, to debut 17 April, tvill be aired Sunday 
nights at 6:00 just a day before the first run Lucy 
telecasts. Lehn it' Fink also sponsors the Ray 
Bols«r Show (ABC TV, 79 stations, Fridays 8:30- 
9:00 p.m.) aiul has a heavy spot schedule. 



Il'illiatii E. K«'/l<'!/, formerly national sales 
manager of KCBS-TV, San Antonio, tihen it ivas 
oivned by Storer Broadcasting Co., has been ap- 
pointed sales executive for Storer in its .Yen' York 
oljice. Before joining KGBS-TV (noiv KE.\S-TV), 
Kclley teas associated tvith KTS.4, San Antonio. 
Storer oicns IVSl'D-A M -TV, Toledo: WAGA-AM-TV, 
Atlanta; WBRC-AM-TV, Birmingham; JfJlV and 
irX EL-TV. Cleveland; IVJBK-AM-TV, Detroit; 
TGBS-AM-TW Miami, Kl'TV (tv) , Portland, 
Ore., and IflVVA, IVheeling, If. Va. 




J. Jost'ph Tafllor Jr., marketing director of 
the Jacob Ruppert Brewery (Knickerbocker beer), 
has been elected r.p. and director of advertising, 
lie's been with Ruppert since l'W6. teas appointed 
ad manager in 191!). marketing director in 1932. 
Ruppert is unique in that it spon.sors lew sports 
shows. Current air activity inclutles 15 minutes 
nightly oj Steve Allen on If RCA-TV, \ew York, 
various shoivs and announcements on tv stations 
throughout Ruppert's territory, and foreign 
language radio in the A Cfc ) ork area. 
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THOUSANDS ARE 

ACCLAIMING AND USING 
SPONSOR'S 155 PAGE 

''ALL MEDIA 
EVALUATION STUDY" 



"This series has been a 
great coiilrihution to the 
industry." 

II. C. Pick, 

Riissel M. Seeds Co. 



". . . this will prove to be 
am of the most valuable 
things yet dene in this busi- 
ness." 

F. Stubbs, 

a.'/>a;s 



"1 zvoiild again like to compliment you on this series." 

11. D. Everett Jr., 
Ford Motor Co. 




. . seems everyone in our agency has found a use for it." 

J. A. Boyle, 

The Maulner Agency 



"Please order for BBDO 
25 copies." 

F. Barrett, 
BBDO 



"SPOXSOR's media stud- 
ies are the big bargain in 
research." 

J. Katz, 

The Jos. Kalz Co. 



SEND FOR YOUR COPY TODAY! 

Eefxeen the coi-ers of this idea-filled 
book yoiiHl find. . . . 

"jAr l^k^ advantages and limitations of 
all major media 

tips on vchen to use each 'medium 

yardsticks for choosing the best 
medium for each product 

pitfalls to watch for when making 
media selections 

how top advertisers and agencies 
test media 

PLUS hundreds of other flans, suggestions, for- 
mulas that you can- put to p'ofitahle use immediate- 
ly. Containing all 26 chapters of SPOXSOR's 
history-making ^''All-Media'" series, this pernia^ 
nent-bound book is yours to use and profit from, 
time and time again for just $A. 

— Don't Be Disappoinfed-Mail This Form Now — 



SPONSOR SERVICES INC. 

40 East 49 St. New York 17, N. Y. 

Send me copies of the I 5 5 page "All 

Media Evaluation Study" at <4 each. 

□ Payment enclosed □ Bill me □ Bill company 

Name 

Company 

Address 



City 



Zone 



State 



I K cy ) 



24 jANUARY 1955 
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ADVERTISERS' INDEX 



Here's the 

COMPANY 

You'll Keep 

DRANO 
DOICIN 
CARDUl 
EX LAX 
WINDEX 
SOFSKIN 
GUlFOIl 
BIONETIC 
SKINTONE 
STANBACK 
SSS TONIC 
CANADA DRY 
TURTLE WAX 
SINCLAIR OIL 
DIP 'N RINSE 
SCHLITZ BEER 
GEORGE'S OIL 
HOLSUM BREAD 
HALO SHAMPOO 
LIFE MAGAZINE 
BAYER ASPIRIN 
APEX PRODUCTS 
M-G-M PICTURES 
CIRCUS PEANUTS 
IDEAL DOG FOOD 
TENDERLEAF TEA 
LINCOLN-MERCURY 
FAIR MAID BREAD 
BRANIFF AIRWAYS 
UNITED GAS CORP 
BLACKBURN SYRUP 
BULL-OF-THE-WOODS 
VIVIANO SPAGHETTI 
PARSON'S AMMONIA 
POWERHOUSE CANDY 
RAYCO SEAT COVERS 
SHULTON 'OLE SPICE 
MANISCHEWITZ WINE 
VIRGINIA DARE WINE 
WILDROOT CREAM OIL 
ROBERT HALL CLOTHES 
CRUSTENE SHORTENING 
LADIES' HOME JOURNAL 
B C HEADACHE POWDER 
GREEN SPOT ORANGEADE 
BONNIE BELL COSMETICS 
ROYAL CROWN PRODUCTS 
SATURDAY EVENING POST 
WAGNER'S ORANGE JULIP 
RADIO TELEVISION SCHOOL 
WISHBONE SALAD DRESSING 
RESERVE LIFE INSURANCE 
ITALIAN SWISS COLONY WINE 
UNCLE BEN'S CONVERTED RICE 
HERBERT TAREYTON CIGARETTES 



Write - Phone • or Wire 



\BC Film 
\. T. & T. 



Bonded Film 
Broadcast Music 



Career 

CFCF 

CFKB 

Cliristal 

(.KLW 

Crosley 



Page 
107, 109, 111 
68 



116 

102 



104 
30 
87 
81 

112 
22, 23 



Precision F'ilm 



RCA Equip. 
Haeburn 



>arra 

Shelton Hotel 
Song A(h 

Standard Rate & Data 
Stars 

Steinman _ . 



llollvwood T\' Service 




\\AFB-TV 


0, / 






\^ AGA . 






WAVE 


KBIG . 


20 


\^ BAY . 


KCMO T\' 


S7 
o t 


BE\.T\ 


KKVl) 


98 


\^"CBS TV 


K G Prod. 


118 


WCHS-TV 


KG.XC 




WCO\'-TV 


KGIIL 




WD AY 


KG\0 


76 


\^DBJ 


KIW'Vi' 


104 


X^'FAA-TV 




oo 


\\FB.M . 


K MAI.. 


91 


\^■FMY-T^' 




BC 


\^ CBS-TV 


KM'/ 


128 


wriBF 


KO\^'L 


116, 124 


WHL.M 


KPllO 


.. 82 


WHO 


KKP)(;-TV 


. 100 


WJAR-TV 


KRIZ 


112, 122 


WJPS - 


KRO.N-TV 


101 


WKBN 


KSB\V-TV 


32 


WKNB 


KSDO 


8 


\\KO\V-T\ 


KSI..T\' 


73 


^VKRC.TV 


KSTP.T\' 


IBC 


WKZO 


KTIIS 


5 


WLBCTV 


KTRK-TV 


103 


WMBG - 


K\^K-T\' 


95 


WAIT 






WMIC-TV 






WSAI 


MiClatchy 


91 


\\SAZ-T\^ 


Mereditli 


76 


WSJS-TV 


MiiK'ontinent 


79 


WSOK 


MCA 'I V . 


9-13 


WSYR 


Mutual 


28. 29 


WTHI.TV 






W\ FT 






WWj 


NBC Film 


52, 53 




MiC Radio .\et 


97 




NBC Spot Sales 


... 16, 17 


Ziv 



Page 
61 



31 
88 



63 
124 
125 
123 

87 
3 



65-67 
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Louise 
is 

quite 
a girl ! 




She's not exactly what you'd call dainty, but she 
sure gets a lot done. Louise is a blast furnace at the 
Portsmouth, Ohio, plant of the Detroit Steel Corporation. 
On an average day she's likely to produce (among other 
items) about 1,200 net tons of molten pig iron with 
all the hard working energy of a housewife turning out 
a batch of pies. Louise is pretty young as blast 
Furnaces go (a year and a half old), stands a whopping 
238 feet high, and has thus far contributed almost 
half a million tons of pig iron to the needs 
df American industry. 

We tell you about Louise because she's only 
one of many super-sized producers of both raw 
materials and finished goods you'll find from 
one end to the other of our Ohio River Valley. 
This busy area, so completely served by WSAZ-TV, 
h.as earned logical i ccogmtion as ttic industrial 
Heart of America — a vastly expanding region 
where manufacturing, employment, payrolls, and 
buying power are in their happiest of heydays. 

As a market for whatever you sell, this 
£an't be beaten. Nor, as an efficient way of 
reaching all this, can you do better than 
enlist the aid of WSAZ-TV. Here's the sole 
medium that covers the whole market — and 
in two essential ways. For one, you can 
inscribe a sweeping circle that encompasses 
dOzcus sojf ui-Vai towHh aiiu ciiies. i-ot 
the othei, you must weigh the sphere of 
influence WSAZ-TV programming has in t'fec 
homes and affections of almost 100,000 
T V-sete«swnM£ fem i 1 ies. 

If ysfl think tbat a share of lour 
billion dollars in annual income is 
something you'd like, we'd suggest that ' 
you get in touch mrf 
quickly witti the 
HH Katz agency. OthetJ 
hi*vfe They are very 
I happy becwif 
they did. 





Virginia 



\',R0 BASIC .\KTnV<lltK 
aj/lttated ADC <t M 



w, 




al^o a/ftlalrd uWi Kadto Sldtu>ni W'l^AZi. 

tluntvioii'ii ir<.Ar. l'/>arlrsiitn 
ISaicrencf U Boocr.'. Vice Pre f(i<rnl and 
Qtnrral Mnnaetr. II'.S.IZ. Ine 
rtiprestnted nmivnaiw. TDe Mtrme 
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Tv and talent agents 

Tlio article stnrtiiig on page 33 lliis 
i;;.-ue is imist reading for the man who 
pays tlie hill for lelevision programing. 
I( tells llic slory of the power lhal I wo 
ageiiU have ae(juiierl over the su|)pl\ 
of Iv name talenl and, lo an extent, 
the eosls of network tv as a result of 
the fierre competition for hig names. 

We know no magic solution for the 
problem. \ur anyone lo blame. The 
agents surely can't he marked bla< k for 
riding the boom as hard as ihev know 
how. IJiil in the last anaKsis the oppor- 
tunil) to remed) ihe sitnation rests 
with the advertiser. If \ ou don't want 
to j)ay fabulous |)rires for talent to- 
morrow, risk the use of new talent 
toda) in order to increase the su|)pl\ 
of nani(\s: or consider the values of 
the show buill cm an idea rather liinn 
a millionaire-.star: or ex|»lore low-cosi 



programing in daytime. 

iSo one has to eneourage talent sal- 
aries that in the long run may squeeze 
the advertiser out of television. 
» • • 

Closeup on a tv test 

I here's an air of excitement at SI'ON- 
?ok's offices as we await the start this 
month of a television test in a Midwest 
market. The product is Ik^M beans 
and the basis of tlie lest is that only 
television advertising will be used. The 
objecti\e is simph to evaluate sales 
growth before and after tv. 

W'e can't help hut get excited. This 
is a baby we were in on from the start 
and a project we'\e been dreaming of 
e\er since we started publishing. B&M 
beans has agreed through its distribu- 
tor lo furnish figures on progress of 
its sales week-b\-week during the 
course of the si\-month campaign. 
^ ou'll find them reported regularly in 
si'Oi\soi{, with the kiekolT next issue. 
* » » 

Big year for spot radio 

More than one big radio station 
manager was, daring the last half of 
10.14, bemoaning the shar|) di|) in his 
national spot billings. Unmindful of 
the handsome revenue that national 
s|iot brought during a succession of 
\ears, inan\ managers were j)ro(daiin- 
ing aloud that spot radio was on its 
way out along with radio networks. 

si^OiNSOu's opinion on this subject 
was positive, deep-rooted and fre- 
(|uentl\ \oiced, individually and in 



print. Its opinion: that national spot 
radio as a medium has not yet achieved 
its full growth. That national spot's 
flexibility, universality, economy ( link- 
ed to radio's persuasive salesmanship) 
added up to an outstanding advertising 
medium that was just on its way to 
being discovered b\' many advertisers. 

Now conies 19.S.5, and with it a 
healthy influx of spot business. Sta- 
tions and reps are reporting not oidv a 
Hock of saturation eanijjaigns, but some 
.52-week contracts as well. Some of the 
clients who dropped spot radio a year 
or two ago lia\e now come back. 

Ihe signs are encouraging. And the 
Radio Advertising Bureau is adding to 
them by announcing that it will tlevote 
far more attention to pin|)oiiited sale 
of spot in 195.5 than heretofore. 

But the warning sign is out, too. 
And this is it. 

National spot, with its em|)hasi'S on 
flexibilitv, permits wide choice of sta- 
tions by the men who foot the bills. 
Main' indies that in years-gone-b\ were 
the also-rans in the race for spot busi- 
ness are now assumin<r the lead bv 
strong radio station programing, sales 
and prcnnolion. By and large, the 
powerhouses still hold all the trump 
cards, but the\ ean'l win b)- inaction, 
negative attitude, or complete top- 
management interest in the more j)rofit- 
able t\ entity. The challenge to the big 
radio station is clear and 1955 will 
be a decisive year for national spot 
radio business, in determining how bia 
it's to be and where it will go. 



Apptause 



The 4A's steps in 

'Ihe American Association of Ad- 
vertising \gcncies ibis week took a 
sle|) which <-airi hcl|) but ha\e a beno 
fii-ial elTect on the biner and seller of 
radio and t\ time. The 't A s went on 
rec(n(l with I'lear. albeit carefully 
word(>fl recommendations against some 
of the worst of the |)racticcs which 
have plagued both air media: rate; 
deals: exci'sscs in incr( liandising done 
for <-lients. 

Ihe result wont be an overnight 
i hange among agencies which seek and 
stations which give deals. But our very 
strong inllneiice has been added on 



the side of good business jiroc(-(lure. 

An atmosphere in which deals Nour- 
ish hurts the buver and seller. The 
seller demeans his |)r()(lui't b\ hawking 
it without a firm, |)ublished rat(^. The 
buvcr |)nts himself in the j)osilion of 
never knowing whether or not he has 
bought at the low(^st prevailing |)riee. 
l''or the agency as niiddlenian. this is 
a particularly uncomfortable spot lo 
be in. 

It's to be hoped that the A"s rec- 
onnnendations will scrvi' to stiffen re- 
sistance lo deal-making both within 
agencies and among broadcasters. The 
buver who is asked to seek a deal now 
has a "bible" to refer to. Similarlv 



the station can ojipose agenev efforts 
to gel s|)ecMal treatment In referring 
lo the A s statements. 

Bequests bir merchandising be\ oud 
what the broadcaster regards as j)ro|)- 
er as well as other attemj)ts lo jjressure 
the broadcaster for preference are op- 
posed in the I- A s recommendations. 
Mere again the f A s is adding clarifi- 
<-ation on the proper relalion>hip be- 
tween buver and seller. 

However tli(^ recnmmendations work 
out in practice, the d- A s comniitlee on 
broadcast media and its staff deserve 
the commendation of the industry for 
the job the\ 'v (> done I see pages 42-b'? 
for complete text of reeonmiendations) . 



130 



SPONSOR 



Here are the facts . . 



KSTP-TV 
KSTP-TV 
KSTP-TV 



KSTP-TV 



leads all Minneapolis-St. Paul TV stations in 
average weekday progi-am ratings* from 7:00 AM 
to 10:15 PM week-in, week-out. 



is the Northwest's first television station, first with 
maximum power, first with color TV and first in 
audience. 



gives you greater coverage of the nation's 7th 
largest retail trading area than any other station 
... a market which commands FOUR BILLION 
DOLLARS in spendable income. 



has earned a listener-loyalty through superior en- 
tertainment, top talent, service and showmanship 
that means sales for you. That's why it is first in 
ratings. That's why it's your best buy. 



*Combination Telepulse, ARB, weekly average, Novem- 
ber, 1954. 




100,000 WATTS 



CHANN 




MINNEAPOLIS-ST. PAUL 



LEADING STATION" 



Basic NBC Affiliate 

Edward Petry & Co., Inc., National Representatives 




in the Hear^of America! 





KMBC ^ Kansas City serves 83 1 01 
in western Missouri and eastern K 
Four counties (Jackson and Gl 
Missouri, Johnson and Wyanco' 
Kansas) comprise the greater 
City metropolitan trading area, r 
I5th nationally in retail sales! 

KFRM the State of K ansas, is a 
to KMBC, puts your selling messa 
the high-income homes of Kan..a 
richest agricultural state. 

PROGRAMS THE 

HEART OF AMERICA 
LISTENS FOR: 
RHYMAUNE TIME 

with David Andrews and the KMBC 
Tune Chasers. 

THE HAPPY HOME 

with Bea Johnson and Guests. 

FARM SERVICE PROGRAMS 

three times doily, Monday through Sat| 
Livestack, grain, produce morkets, music,! 
weather and form features ariginating 
the KMBC Service Farms. 

DINNER BELL ROUNDUP 

news, music, comedy, morkef reparts o' 
— with the Texas Rangers and Jed Sf' 

WESTERN ECHOES 

with the KMBC Texos Rongers. 

SPORTS QUIZ I 

with the Experts, Sam Molen and gues 

BRUSH CREEK FOLLIES 

famed voriety show Country and W 

RHYTHM AND BLUES 

Saturday night dancing porty disc jo< 
by B. B. Dilson. 

LOCAL News, Weather, Sparfs, Public £ 
Interviews and Discussion Progroms 

PIUS 

BASIC CBS Radio NETWORK FEATUITl 



theKMBC-KFRM radio TEAM 




"live" 
ovorv 



A BLUE RIBBON RADIO BUY — You go first class when you go into the 
great Heart of America market with KMBC-KFRM, \hc Midwest's 
leading radio combination. One of the nation's foi'emost broadcasting 
institutions, the Team is famous for programming that draws listeners 
and holds them throughout each day's 18'/2-hour schedule. Local-flavor 
news, entertainment and information (part of the Team's vigorous 
programming) balance CBS network i)rograms to appeal directly to 
interest level ! 





IN A BLUE CHIP MARKET — Poi)ulous and prosperous, the Heart of 
America derives its vast economic strength from many sources. Agri- 
culture, manufacturing, mining, retail and wholesale selling, transpor- 
tation, oil, insurance and a multitude of other sound enterprises make 
the Heart of America one of the country's richest, most stable markets. 
KMRC-KFRM advertising reaches the people who hold the purse strings 
in the area's high-average-income families. So when you ante uj) your 
i-adio budget, make sure you're backing a sure bet. See your Free & Peters 
roionol for the Team's choicest availabilities. 



DON DAVIS, Vice ['resident 

JOHN SCHIllING, Vice President and General Manager 
GEORGE HIGGINS, Vice President and Sales Manager 




Basic 
CBS Radio 




PERSONALITIES THE 
HEART OF AMERICA LISTENS 



Claude Darsey, News Dfrector, and the 
Newsbureau Staff: Bill Griffith, Rev A*' 
Lianel Schwan, Neol Johnson, John Thorn 
Jim Burke. 

Phil Evans, Director of KMBC Service f 
ond areo-famaus farm experts Bob Rile| 
Jim Leathers. ' 

Sam Molen, Sports Director. 

Merle Harmon, Assistant Sports Director 

Bea Johnson, Women's Editor, winn 
McColl Magazine's GOLDEN MIKE owar 
other broadcasting honors. ' 

P/us these long-famous musical groupij 
Texas Rangers, The Brush Creek Gartjf 
Tune Chasers. ' I 

PIUS 

CBS feotures: Amos 'n Andy, Gene' 
Jack Benny, Edgar Bergen, Perry 
Bing Crosby, Xavier Cugat, Golen U 
Doug Edwards, Tennessee Ernie, Gangl.j 
Arthur Godfrey, Guiding Light, Guni^ 
Robert Q. Lewis, Larry LeSeur, Perry r* 
Mo Perkins, Ed Murrow, Mr. & Mrs.'t' 
Mr. Keen, Our Miss Brooks, New YoJ. 
harmonic, Lowell Thomas, Bab Trout 
hast of other high-rated rodia favaritel 



theKMBC-KFRMradioTEAM 

'l^in the Heart of America! 



and for Television, it's KM 

Kansas City's Most Powerfl 
TV Station 



